The VS. 
Challenge 


Nintendo, the industry leader in coin- % erated video 
games, challenges you to compare our VS. System™ Were con- 
vinced it will beat the competition. 

Is there a better system? We say no. And the operators of 
50,000 systems agree. 

Take the challenge and find out for yourself. Then once 
youve compared, if you find a better system, BUY IT! 

And now, an even better reason to choose the VS. System: 


Buy the hardware, get the software free. 


From now on, get your first VS.-Pak™ free when you buy 
any VS. Unis tem™ or VS. Unikit™ Or buy a VS. DualSystent : 
and get one VS. DualPak™ or two VS. ‘aks of your choice, free. 

e believe in our system, and ¥ we want aon in It 


EEE ve 


VS. Golf™ Oct. 84 


VS. Ice Climber™ Mar. 85 VS. Hogan's Alley™ May’85 


at bis = ‘ es a 
VS. Dunk Hunt™ May 35 VS. Mach Rider™ Nov. ’85 VS. Soccer™ Nov. 85 


Nintendo 


For more information, contact your distributor or, Nintendo of America, Inc. P.O. Box 957, Redmond, WA 98052 


Prices and terms are subject to change without prior notice. ©1985 Nintendo 
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Letters to 
the editor... 


Infringement action 


For the information of operators 
and distributors of electronic dart 
games by Nomac: 

Arachnid has notified you that, as 
a result of a jury verdict, it obtained an 
injunction against IDEA enjoining 
IDEA from making, using, or selling 
IDEA dart board components found 
to infringe. This injunction only applies 
to IDEA and those in privity with it, 
such as its agents andemployees. The 
law is clear that this injunction does 
not affect Nomac or you as an opera- 
tor or a distributor of Nomac games. 

Even the operators and distribu- 
tors of IDEA are not affected by the 
injunction if they purchase the IDEA 
games. [Blatz v. The Fair, 178 F.Supp. 
691 (N.D. Il. 1959): Petersen v. Fee 
Intern., Ltd., 435 F.Supp. 938 (W.D. 
Okla. 1975). ] 

To prevent use or resale of the 
IDEA games by an operator or dis- 
tributor, Arachnid would be required 
to bring a separate lawsuit against 
each operator or distributor. Insucha 
lawsuit Arachnid would not be able to 
collect damages because Arachnid 
would already have collected damages 
from IDEA for the use or resale. [5 
Chisum, Patents Sub-Sect. 20.03[7] at 
20-245 (1985).] Thus, the outcome of 
the infringement action against 
Nomac also will not affect you, even if 
by a remote chance Arachnid should 
win. 

Fred Kelley 
Nomac 
Algonquin, IIl. 
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Scholarship fund 


As you know, my brother, who 
was a partner in our firm, passed away 
several years ago. Our firm, the writer, 
and his family have set up a scholar- 
ship fund in his memory at the Scran- 
ton Preparatory School in Scranton, 
Pa. 

This is a very special fund, not only 
because it is in memory of my brother, 
but also because it gives a fatherless 
child an opportunity to obtain a formal 
education at one of the finest prep 
schools in the country. The recipient 
of the scholarship must be from a 
fatherless family. 

We are requesting that you give 


consideration to help us make this 
fund grow. Any sum you can con- 
tribute would certainly be welcome. 

We as a corporation, as individu- 
als, and as a family are continuing to 
add to this fund each eyar. Your con- 
tribution along with ours will help 
several other boys obtain the same 
benefits as this first recipient. 

Please make your check payable 
to The Alphonse R. Lomma Scholar- 
ship Fund and mail it to the school as 
follows: Rev. Joseph D. Ayd, S.J., Pre- 
sident, Scranton Preparatory School, 
1000 Wyoming Ave., Scranton, PA 
18509. 

R. J. Lomma 
Lomma Enterprises, Inc. 
Scranton, Pa. 


Audio Visual 
Amusements 
OFFERING THE FINEST 


NEW AND USED EQUIPMENT 
YOU'VE TRIED THE REST, NOW TRY THE BEST!! 
We’re Eager To Serve 
1809 Olive Street, St. Louis, Missouri 63103 


314/421-5100 


for further information, call Pete Entringer collect 


$$++ The DOUBLE PLAY ++$$ 


Increases revenue by allowing two games to 

operate in single cabinet. 

Legally double your game capacity for those 

cabinet limited stops. 

New conversion? Don't shelve that old game. 

Use both. 

Field proven. 

Uses existing centrols and monitor. Easy to install 

Alternately displays Attract Mode of both games. 

No gimmick. The DOUBLE PLAY board is an 

intelligent microprocessor controller. 

Allows Nintendo VS. UniSystem to operate with 

both games (must specify). 

Cabinet Art Kit available for that Professional Look. 
(Includes marquee, instruction sticker, and game identifiers.) 
© Repair warranty. 


e $169.95 (board and harness) 


DP ELECTRONICS 


16 North 3rd St. e Harrison, NJ 07029 


Tel: 201/484-0235 


We Accept: VISA ¢ MasterCard e 

Checks © Money Orders ¢ C.0.D. 

Add $4.00 for shipping & handling 
C.0.D. — Add $4.00 


Don’t miss ACME ’86 
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anufacturers and operators 


setting it together 


The positive attitude at the AMOA show was a 
refreshing change from the doldrums the industry 
had been drifting in previously. Many claimed that 
this summer was one of the worst, yet those who 
experienced it are ready to forget the past and get 
on with the future. 

The disposition of the operators was conta- 
gious. Distributors and manufacturers could not 
help but be influenced by the air of optimism. 

One of the most encouraging events at the 
show involved communication between operators 
and manufacturers. Communication between the 
groups has been reputed to be of major urgency, 
and we Saw it perhaps at its best in aseminar hosted 
by Todd Erickson of Summit Amusement on 
standardization within the industry. The manufac- 
turers deserve an ovation for their participation; Dan 
VanElderen of Atari, Frank Ballouz of Nintendo, 
Steve Blattspieler of Bally, and Joe Dillon of Williams 
bypassed the many parties scheduled that night to 
participate in the seminar. 

Erickson outlined various machine features he 
felt could be standardized on all machines. Some 
included locks, coin mechanisms, on/off controls, 
volume controls, bookkeeping features, fuses, and 
coils. These are just examples, but each was dis- 
cussed in detail. And though the audience should 
have been composed of operators, it was made up 
mostly of manufacturers (other Williams and Atari 
personnel) and suppliers (Wico and Coin Mecha- 
nisms). These people truly were interested in opera- 
tor suggestions, but only a handful of operators 
showed up. 

The biggest surprise, however, was that the 
manufacturers agreed on four things that they 
would begin working to standardize: a %-inch lock 
with a straight cam, the on/off switch on the top 
right of the machine, the volume control to be front- 


door accessible, and at least have the wiring for 
mechanical metering. Frank Ballouz stressed the 
willingness of manufacturers to help operators. 
“We'll get the ball rolling on these features," he said, 
“and operators will get together a recommended list 
of others.” 

Ballouz was referring to a proposed list to be 
compiled of features operators would like standar- 
dized. Manufacturers will begin with those that can 
be adapted more easily and work later on the others. 

Operators and manufacturers working together 
is agiant step forward. For too long one has blamed 
the other for the woes of the industry. Now it’s time 
for mutual concern. 

The manufacturers also participated in an 
open-mike forum that gave the two groups the 
opportunity to discuss issues. Some operators 
complained that not enough time was allowed for 
the questions and answers, but the manufacturers 
were there ready to face the firing line. That alone 
says a lot about the intentions of the manufacturers 
in this industry. 

In the editorial of Play Meter’s October 15 issue, 
| wrote about putting aside the industry's past and 
getting on with the future. | also believe operators 
and manufacturers finally can put in the past any 
problems and hard feelings they've had. The AMOA 
show proved that manufacturers are willing to meet 
operators half way, if not more than that. So, you 
operators who are harboring hard feelings toward a 
manufacturer, try giving them a call to voice your 
complaint. | believe you will find someone inclined 
to listen. 


Valerie Cognevich 
Editorial Director 
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VIDEO GAME OPERATOR: 


Don't Get Involved In A Federal Crime. 


Dont Buy Or Operate Copy Or Unauthorized 
Ghosts ’N Goblins Boards 


Digital Controls, Inc. and Taito America Corp. remind you that every operator who 
buys or operates a counterfeit or unauthorized board (imported or domestic) is 
contributing to the end of our industry and committing a FEDERAL CRIME. 


Criminal copyright law provides for maximum penalties of $250,000 or five years in 
prison or both. EACH GAME IS A SEPARATE VIOLATION. 


WARNING 


Federal law provides severe civil and 
Criminal penalties for the unauthorized 
reproduction, distribution, or exhibition of 
copyrighted audiovisual works and video 
games. 


The Federal Bureau of Investigation 
investigates allegations of criminal 
copyright infringement. 


If you have any information about any unauthorized Ghosts 'N Goblins games or 
boards in the United States, call your local FBI, or contact the American Amusement 
Association at 
205 The Strand, Suite 3 
Alexandria, VA 22314 
(703) 548-8044 


All information will be treated in confidence. 


Digital Controls, Inc. 
555 Oakbrook Parkway 


Suite 200 
<< Norcross, Georgia 30093 
(404) 441-3332 
=> GHOSTS ’N GOBLINS® 1985 Taito America Corporation 


DIGITAL CONTROLS Manufactured under license by Digital Controls 


AAMA, Play Meter 
agree on spring show 


After two years of competing spring 
shows, Play Meter magazine, sponsor 
of the Amusement Operators Expo 
(AOE), and the American Amusement 
Machine Association, sponsor of the 
Amusement Showcase International 
(ASI), have joined forces to bring the 
industry one spring show. The new 
show, the American Coin Machine 
Expo (ACME), will be in Chicago 
March 7 through 9 at the Expo Center. 
The 1987 show will be in New Orleans 
on dates to be decided. 

The late Ralph C. Lally, Play 
Meter's founder, started the AOE in 
1980 with an emphasis on educational 
seminars. Because he felt operators 
always were looking forinformation to 
help them run their businesses more 
profitably and professionally, the AOE 
concentrated on timely subjects and 
knowledgeable speakers. 

Lally also felt a spring show was 
needed to fill the void between AMOA 
shows. Manufacturers, he felt, would 
welcome the opportunity to exhibit in 
the spring new product to operators. 

The Amusement Games Manufac- 
turers Association (AGMA) was 
formed in 1982 to address problems 
facing manufacturers, especially that 
of bootleg games. The name was 
changed to American Amusement 
Machine Association (AAMA) in 1984, 
and the organization included dis- 
tributors. 

In 1983 the association announced 
its show, the first to be in March 1984 in 
Chicago. Soon it was apparent that 
two spring shows were one too many. 
Lally met with AAMA representatives 
to reach an agreement on the shows, 
but negotiations broke down. Lally 
then was killed in an automobile acci- 
dent soon after the 1984 AMOA show. 

Both shows were held in 1985 with 
manufacturers and distributors at the 
ASI and operators and some manu- 
facturers at the AOE. After the shows, 
efforts again were made to bring the 
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Shows together when Lally’s widow, 
Play Meter publisher Carol Lally, met 
with AAMA representatives. Time ran 
out before they were able to reach 
an agreement, however. Play Meter 
had tentatively committed to secure 
exhibit space in New Orleans for AOE 
‘86, which was to be during Mardi 
Gras, and was forced to decide 
whether to confirm the commitment or 
give up the space. When negotiations 
bogged down because key members 
of the AAMA board were on vacation, 
Play Meter confirmed the commit- 
ment. 

Nevertheless, at the AMOA show in 
late October the two sides were able 
to agree tentatively to combine the 
shows. Because of previous commit- 
ments in Chicago and the unavail- 
ability of more space in New Orleans, 
it was agreed to hold ACME in Chicago 
in 1986 and in New Orleans in 1987. 


The AAMA and Play Meter are 
optimistic that not only will the new 
show be successful, but it will represent 
the industry's recovery and coopera- 
tion among all its parts. 

“This agreement was something 
my husband, Ralph, would have been 
happy about,” Carol Lally said. “He 
felt that combining the shows would 
have created one giant industry show. 
Though I am disappointed the show 
wil not be in New Orleans in 1986, it 
just was not possible to obtain enough 
exhibit space and hotel rooms at this 
late date. But next year—New 
Orleans, here we come!” 

Glenn Braswell, AAMA executive 
director, agreed. “Coming off the 
momentum of AMOA.” he said, “this 
hew spring show should put the indus- 
try back on its feet. The timing is right.” 

Inquiries about ACME ‘86 may be 
directed to W.T. Glasgow, the man- 


Rock-Ola Manufacturing’s Bette Lockhart executive vice president and Tim 
Worcester, senior vice president of marketing and sales (at right), join Shillito- 
Rikes executives (from left) Lou Caporale and Joe Horn around a Rock-Ola 490 
Jukebox in a Cincinnati Shilito-Rikes department store during arecent promotion. 
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agement firm handling the show. The 
number is (312) 333-9292. * 


AAMA submits 
statement to ITC 


The American Amusement Machine 
Association has submitted a statement 
to the US. International Trade Com- 
mission to follow-up an ITC hearing 
held in October on US. preferential 
tariff treatment given specific products 
of developing countries. 

Glenn Braswell, AAMA executive 
director, said information obtained 
from industry sources and the FBI 
indicates that Korea has become the 
major source of counterfeit video 
games imported in the US. 

“Notwithstanding the necessity of 
the US. generalized system of pre- 
ferences in assisting the development 
of beneficiary countries,” Braswell 
said, “AAMA strenuously objects to 
having the U.S. government subsidize 
the theft of U.S. intellectual property 
rights by Korean nationals who manu- 
facture and ship counterfeit coin- 
operated electronic video-game 
printed circuit boards tothe US.” e 


AMOA officers named 


Alvin A. Marsh was named 1985-86 
president of the Amusement & Music 
Operators Association November | at 
the organization’s board meeting 
during AMOA Expo ‘85 in Chicago. 

Marsh, president of Hart Novelty, 
Inc., of Bellingham, Wash., succeeds 
John Estridge, president of Southern 
Games Distributing of Brentwood, 
Tenn. Marsh served as first vice presi- 
dent until beginning his term as presi- 
dent November 3. 

In his installation speech, Marsh 
said the main goals of his administra- 
tion would be to continue “grassroots” 
development of state organizations, 
increase communication between the 
national and state organizations, 
increase monitoring of ‘national 
matters in Washington, D.C.,”” monitor 
taxation affecting membership, and 
continue monitoring legislation affect- 
ing copyright licensing. 

Other 1985-86 officers named at 
the AMOA show were Richard Haw- 
kins, president of D&R Star, Inc., of 
Rochester, Minn., first vice president; 
Walter G. Bohrer, Jr., of Hastings Dis- 
triputing Co. of Milwaukee, secretary; 
and Clyde F. Knupp, president of 
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Amuse-O-Matic Co. of Fort Dodge, 
Iowa, treasurer. 

Members also approved three 
AMOA vice presidents and 10 direc- 
tors at the meeting. e 


fed. 


Lothar Mueller Joseph Ostroski 


Intermark names Mueller, 
Ostroski, and Williams 


Intermark Gaming International, 
Inc., has named three new executives 
to its sales, research and develop- 
ment, and manufacturing staff. 

Lothar Mueller has been appointed 
manager of research and develop- 
ment. Formerly vice president of engi- 
neering and a founder of G&L Manu- 
facturing, he was responsible for the 
hardware and software enhance- 
ments of the Intermark 6809 Micro- 
processor Gaming Device System. 

A founder of Modutest Systems, Inc., 
he was a vice president of that com- 
pany from 1970 to 1984. He previously 
was a senior diagnostics analyst for 
Basic Four Corp. and held technical 
positions with NASA, Xerox Data Sys- 
tems, and Honeywell. 

Joseph Ostroski has been named 
manager of manufacturing. From 
1980 to 1985 he was vice president of 
operations of Validation Systems, Inc.., 
a company of which he wasa founder 
and that developed and manufac- 
tures a coin-operated mechanism 
and totalizer. 

Before 1980 he was general man- 
ager of manufacturing for Omnicomp, 
an electronic test-equipment manu- 
facturer, and held positions at Micro 
Games, General Electric Co. Com- 
puter Operations, and Computer 
Access Systems, Inc. 

Arthur Williams has been named 
manager of sales. He previously was 
vice president, director of casino 
games, at the Riviera Hotel and 
Casino in Las Vegas, where he rede- 
signed the 650-machine floor to 
improve profitability and opened a 
new 300-slot-machine arcade and 
bingo operation. He also was director 
of slots at the Landmark Hotel and 
Casino and was a manager for the 
Silverbird Hotel and Casino. e 


THE 
CALENDAR 


1986 
March 4-5 

International Gaming Business Expo- 
sition, Tropicana Hotel and Country 
Club, Las Vegas, Nevada, USA. Con- 
tact Conference Management Cor- 
poration, 17 Washington Street, P.O. 
Box 4990, Norwalk, Connecticut 
06856. Telephone: 203/852-0500. 
Telex 284997. 


March 7-9 
American Coin Machine Expo, Expo- 
center, Chicago. Contact W.T. 
Glasgow at 312/333-9292. 


March 14-16 
South Caroline Coin Operators Asso- 
ciation annual convention and trade 
show, The Carolina Inn, 937 
Assembly St., Columbia South 


Carolina. Contact Helen G. Sikes, 


803/254-4444. 


May 29-June 1 
Florida Amusement/Vending Asso- 
ciation (FAVA) convention trade- 
show. Hyatt Orlando, Kissimmee, 
Florida. Contact Norm Jensen at 
904/878-3134. 


International Shows 


1966 
January 13-16 
ATEI, Olympia, London. Contact 
Amusement Trades Exhibitions, 122 
Clapham Common North Side, 
London SW4 9SP. Telephone 01-228 
4107. 


Janaury 23-25 
IMA, Messegelande, Frankfurt, West 
Germany. Contact Heckmann 
GmbH, Messen and Ausstellungen, 
Kapellenstr. 47, D-6200 Wiesbaden, 
West Germany. Telephone 06121 / 
524071. Telex 04186518. 


SPECIAL NOTICE 
purchase your used equipment from 


NEW ORLEANS NOVELTY CO. 


In business for 50 years! 
international reputation for selling the 
finest used videos, flippers, & amusement 
games available anywhere. 


EACH & EVERY GAME BEAUTIFULLY 
REFINISHED LIKE NEW BY EXPERTS 
All games authentic legal factory models 
GET ON OUR MAILING LIST FOR OUR 
LATEST PRICE BULLETINS OR CALL 
Rose, Eddie, or Jean for latest prices 
3030 No. Arnoult Road 
‘Metairie, LA 70002 * 504/888-3500 


Status Game names 
ADP Automaten 


status Game Corp. has named ADP 
Automaten exclusive distributor for its 
Triv-Quiz game in Germany. ADP 
Automaten is Germany's larget video- 
game manufacturer. 

The game, programmed by Status 
with German-language questions on 
German topics, will be updated peri- 
odically with new question kits. ADP 
Automaten has ordered 750 games. 

Triv-Quiz also is being distributed 
in the U.K. under a distribution agree- 
ment with a subsidiary of Whitbread 
Inns, operator of 7,000 pubs. e 


Summa Four to 
supply TeleSciences 


Summa Fourhas signed a five-year 
OEM agreement with TeleScience, 
Inc., of Moorestown, N.J., to supply SDS- 
1000 specialty digital switches. The first 
order for the switches, which Tele- 
sciences intends to integrate into its 
products, is estimated at $1] million. 

Fred Cohen, TeleSciences chair- 
man, said the company chose the 
Summa Four system because “it pro- 
vided the best combination of capac- 
ity, price/performance, and flexible 
architecture. The SDS-1000’s modular 
design and flexible software/hard- 
ware relationship allow us to integrate 
it with our product line to provide new 
system features.” 

The contract also calls for Summa 
Four to license manufacturing rights to 
TeleSciences after a specified level of 
shipments. ® 


Harris explains 
store viewpoint 


Sharon Harris, public relations 
coordinator of Stan Harris Company of 
Philadelphia, wrote an article in Con- 
venience Store News magazine about 
the value of amusement games in the 
convenience stores. 

“The game industry itself has fallen 
victim to the rise and fall of the public’s 
hysteria and demand since the late 
1970s,” she wrote. “First, people could 
not get enough of the new games... 
the media reported astronomical, 
unrealistic figures. Thousands of 
people with no prior knowledge of 
successful game operations saw this as 
a ‘get rich quick’ opportunity ... then 
the bottom fell out and the market- 
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place changed.” 

According to Harris, “Each year the 
situation has improved, and what is 
left is a significant group of operators 
in this country who are committed to 
our industry because we love the 
basic business, not just the frills. The 
remaining companies are the ones 
who can successfully work with con- 
venience store personnel to make the 
game programs viable and profitable 
on a 52-week basis. 

“The convenience store of the 
1980s is the modern answer to the 
corner/variety store of yesterday. 
Games provide a leisurely, relatively 
inexpensive form of recreation... In 
1984 the total coin drop in video 
games was higher than either the 
motion picture or recording segment 
of the entertainment industry. Nation- 
wide, approximately 17 million over- 
13 players are ‘heavy’ players (at least 
once a week), with an additional five 
million under-13 players. 

“It is a stable, on-going category 
that helps to draw in the people and 
can also stimulate other sales. Arecent 
Gallup survey showed that 75 percent 
of all youngsters and more than 50 
percent of all adults shop in conve- 
nience stores at least once a week. For 
the square footage used by the 
games, the return on investment value 
is great.” 

Harris stressed the importance of 
careful vendor selection and estab- 
lishing a cooperative partnership with 
the convenience-store staff. Sales 
volume can be increased by mer- 
chandising the games like any other 
product, she wrote, providing clean, 
well-lit areas and in-store contests and 
promotions to attract a large player 


base, with the side effect of greater 
sales of in-store items. 

“The potential is tremendous if the 
players feel comfortable,” wrote 
Harris. “A quality game program may 
be the edge that one store has over 
another. Redlistically, sustaining and 
bullding a better game program can 
only boost sales.” 

stan Harris Company is the autho- 
rized vendor for more than 200 7- 
Eleven stores, more than 50 Cumber- 
land Farms, and two Stop and Go 
markets. ® 


Rowe appoints 
Greater Southern 


Rowe Iniermmanondl, Inc., Aas 
appointed Greater Southern Distrib- 
uting Co. of Atlanta, Ga., as an autho- 
rized factory distributor. 

The addition of Rowe products, 
including vending machines, phono- 
graphs, and bill changers, will add to 
Greater Southern ’'s diversified distribu- 
torship. Parts, service, and sales per- 
sonnel are equipped to fill Rowe 
product needs. e 


Bally Southwest 
has spotlight show 


Bally Southwest Distributing hosted 
a Spotlight Show in their Phoenix, Ariz., 
showroom on October 9. 

Sharing the spotlight was Digital 
Controls, Inc., Norcross, Ga., with their 
new video game Ghosts 'N Goblins 
and Dynamo Corporation, Grand 


Operators examine the guts of a pool table at Bally Southwest Distributing’s 
Spotlight Show in Phoenix. 
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Prairie, Texas, with their pool tables. 

Approximately 140 people 
attended the show, which included a 
buffet and door prize in addition to 
viewing the new products. 

Sal DeBruno, branch manager of 
Bally Southwest, was pleased with the 
turnout and plans to have spotlight 
shows on a monthly basis e 


Aaccurate Counters gets 
Cointainer machinery 


Aaccurate Counters Co. of West 
Chester, Pa., a manufacturer of coin- 
and currency-handling equipment, 
has bought Standard Paper Goods 
Mfg. of Orlando, Fla., for its Cointainer 
coin-cartridge manufacturing cap- 
ability 

Warren Austin, president of Aaccu- 
rate Counters, said, “The Cointainer is 
a popular product in our industry 
These units are manufactured on a 
mandrel machine; the inside of each 
cartridge always meets strict quality 
control standards for size and consis- 


tency.” 
Cointainers now will be manufac- 
tured in West Chester. * 


VideoWare adds games, 
appoints Hutnick 


VideoWare of Los Angeles has 
been named exclusive national dis- 
tributor for Nichibutsu’s Magmax and 
Romstar’s Great Swordsman, Vulgas, 
and Son-Son 

David Seller of Nichibutsu said, 
“We chose VideoWare because of 
their operator network throughout the 
country and because their own inde- 
pendent polls ranked our game 
extremely high.” 

VideoWare has announced 
Michael Hutnick’s appointment as 
vice president. Hutnick has 10 years of 
experience with Bell and Howell as 
marketing director. He was owner 
and chief executive officer of Aluma- 
flex, Inc., for 11 years. ® 


Amusement sales 
tax bill updates 


Tennessee 

A recent copy of The Issue, pub- 
lished by the Amusement and Music 
Operators of Tennessee (AMOT), 
focused attention on the amusement 
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sales-tax bill the association worked 
against. 

The newsletter recapped tax-bill 
actions and stated, “If we had not 
been successful in removing our 
industry from the amusement sales 
tax, we would have had to pay an 
average 7.5 percent insales taxonour 
gross revenues. To calculate what 
your tax burden would have been, 
multiply your last year’s gross revenue 
by 7.5 percent. 

“We will again work this year to 
keep us from being placed under this 
unfair burden, and will ask for your 
help as members in working together 
against a bill should it be introduced.” 


Texas 

A decrease in crude-oil prices may 
prompt introduction of new tax bills in 
Texas, and the amusement industry is 
viewed as a possible source of new 
revenues 

A special session of the Texas legis- 
lature in 1984 resulted in some chang- 
ing fees for Texas amusement opera- 
tors. Since the state legislature meets 
every two years to set a state budget. it 
Is expected that another special 
session may be called in 1986 

The Amusement and Music Opera- 
tors of Texas (AMOT) are looking 
Closely at legislative activities. 

“This has always been a prime 
interest of ours,” said Pat Miller, AMOT 
executive director, “but now we are 
making a more directed effort 
through the establishment of a politi- 
cal action committee called Quarter 
Pac, and a legislative fund for admin- 
istering legislative activity. We are 
getting prepared for what we expect 
to be an increase in our taxes or the 
addition of new taxes or fees.” e 


Waldor elected 
AMOANYJ president 


Allan Waldor was elected presi- 
dent of the Amusement and Music 
Operators Association of New Jersey 
at the organization's recent meeting. 

Waldor, of ABC Distributing in Hill- 
side, succeeds James Cuccio of Chess 
Amusement in Lodi. 

Also elected were Frank Mandia of 
Majestic Amusements in Asbury Park 
and Don Abrams of Eskin Corp. in East 
Brunswick, vice presidents; and Diann 
Minero of G&M Vending Co., Inc., of 
Paterson, secretary-treasurer. 

Elected to the board of trustees 
were Bill Englehard of Bill’s Vending 
MallaFun in Sewell, Ed Gilmore of E.G. 


TOKENS 


Complete 
Customer 
Service 


VAN BROOK 
OF 
LEXINGTON 


P.O. Box 5044 
Lexington, Ky. 


40505 
606 * 231-7100 


WHAC-A-MOLE 


Everyone loves Whac-A-Mole! 
Customers love to play and you'll 
love the way it pays. We have been 
building popular and dependable 
games for over a decade. Call and 
let us tell you more about our 
entire line of successful games. 
Ask about our distributor discount. 


Bob’s Space Racers, Inc. 
427 15th Street, Daytona Beach, 
Florida 32017 
Telephone: 904-677-0761 


Manufactured in the U.S.A. 
Makers of amusement games since 1970 
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Vending in Haledon, Ed Silverstein of 
Cue Vending in Clifton, Frank Seninsky 
of Alpha-Omega Amusements in 
Edison, Jim Feinberg of Mannie’s 
Cigarette Service in Jersey City, Joe 
Corrao of Wayne Vending in Wayne, 
Mike Fricchione of Camelot Amuse- 
ment in Garfield, Ed Lettieri of Betson 
Enterprises in Moonachie, Vinnie 
Storino of S&S Amusements in Toms 
River, and Jim Cuccio. e 


Capcom's George Nakayama, left gets a 
plaque from Taito America’s Paul Moriarity 
for scoring a hole-in-one. 


Capcom visits Atlanta 


Executives of Capcom Co., Ltd., 
visited Atlanta recently to help Digital 
Controls, Inc., (DCI) and Taite America 
introduce Ghosts ‘n Goblins to U.S. dis- 
tributors. 

DCI and Taito America formed a 
joint venture to manufacture and mar- 
ket the game in North America. 

Kenzo Tsujimoto, Capcom presi- 
dent, and George Nakayamd, mar- 
keting director, attended distributor 
meetings. Nakayama scored a hole- 
in-one in a golf game with Capcom 
and DCI staff members and received 
a plaque from Paul Moriarity, Taito 
America president, to commemorate 
the occasion. * 


Padmos joins Mondial 


Louis J. Padmos has joined Mondial 
International Corp. as a sales repre- 
sentative covering the New Jersey 
area, Anthony P. Yula, Mondial 
general manager, has announced. 

Padmos has a sales background 
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and previous experience with a parts 
manufacturer in the coin-operated 
industry. 

Mondial has executive offices in 
New York City, and showrooms and 
service facilities in Springfield, NJ. ®@ 


Telestrategies hosts 
exhibition showcase 


Telestrategies of McLean, Vda., 
hosted an exhibition showcase for the 
pay-phone industry November 20-22 
in Washington, D.C. 

Among exhibitors at the showcase 
were Vend-A-Phone, Inc., Raytronix 
Corporation, Rand of Phoenix, Inc., 
and AMCOT (American Coin Oper- 
ated Telephones), 

A pre-conference seminar wads 
conducted on November 20 by Dr. 
Jerome Lucas, president of Telestra- 
tegies, on “Understanding User-Owned 
Pay-Phone Technology, Economics, 
and Start-Up Basics.” 

Other seminar topics included 
competitive pay-phone opportunities, 
credit-card phones, an update from 
the National Pay Phone Association, 
and views on the regulatory outlook. @ 


Atari offers T-shirts, buttons, player tips, 
and advertising materials to promote 
Gauntlet. 


Atari develops 
Gauntlet promotion 


Atari Games Corp. of Sunnyvale, 
Calif., is offering promotional items for 
its Gauntlet video game. Player tips, 
Gauntlet buttons, and T-shirts are 
available through Atari customer ser- 
vice for direct-to-player promotions in 
operator locations. 

The company also is offering 
advertising materials, including art- 
work, a player newsletter, a radio 
script and tape, and an animated tele- 


vision commerical. 
For more information, call Atari at 
(408) 434-3750. e 


Rock-Ola sponsors 
store promotion 


Rock-Ola Manufacturing Corp., in 
conjunction with its Ohio distributor, 
Monroe Distributing Co., recently 
sponsored a promotion at 15 Shillito- 
Rikes department stores in Ohio and 
Kentucky. 

The promotion extended through 
the back-to-school days and featured 
a Rock-Ola 490 jukebox in each store 
and a drawing for a jukebox, which 
was won by Beth Hall of Cincinnat. 

After the promotion, Shillito-Rikes 
stores decided to keep Rock-Ola juke- 
boxes in several stores permanently 
and to include the jukebox as the main 
theme for its advertising aimed at 
teenagers. Advertisements featuring 
Rock-Ola were sent to 870,000 house- 
holds. e 


AMOT schedules 
pool tournament 


The AMOT (Amusement and Music 
Operators of Texas) has scheduled its 
sixth annual Texas State Eight Ball Pool 
Tournament for April 26, 1986. 

Qualifying tournaments are being 
conducted in fall and winter. 

The tournament, which offers a 
$6,000 purse, is held in the Texas Sta- 
dium in Irving. Professional pool 
player Willie Elder will officiate at the 
day-long event. Participation in the 
tournament has doubled each year.® 


TBI Games holds 
Mark Darts open 


TBI Games of Rockford, Ill., recently 
held its Fourth Annual $5,000 English 
Mark Darts Open, attracting more 
than 400 entrants to the two-day, 
double-elimination tournament on 24 
English Mark Darts 5000 and 4500 
dart boards. 

Tom Pace of Rockford won the most 
valuable player award by finishing 
first in four events. The four-person- 
team 501 event was won by Pace, 
Wally Meredith, Steve Johnson, and 
Sam Zammuto; Stan Celner, Bob 
Conant, Herb Healey, and Dale Person 
placed second. e 
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20th Anniversary for 
Deutsche Wurlitzer GmbH 


Deutsch Wurlitzer GmbH recently 
celebrated its silver anniversary in the 
city hall of Leubbecke, Germany. 
‘Hans Domberg, general manager, 
welcomed 560 guests, including pre- 
sent employees, former employees 
with more than 16 years of service. 
and guests from the industry and the 
political arena. 

The Wurlitzer Company was started 
by German-born Rudolph Wurlitzer, 
who in 1853 emigrated to the United 
States at age 23. At first he imported 
musical instruments from Germany, 
but began producing his own in 1856 

The Wurlitzer name was made 
famous by the company’s big theater 
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and cinema organs and, in 1880, the 
Wurlitzer piano. In 1896 Wurlitzer 
introduced the Tonophone, an electric 
coin-operated piano. 


Development of the first Wurlitzer 
jukebox in 1933 was a milestone. 
Known as the P-10, it offered a 10- 
record selection. 


In 1960 the Wurlitzer Company 
formed a European subsidiary. Juke- 
boxes were manufactured first, then 
electronic organs. Current product 
lines include cigarette machines, 
snack and drink machines, all- 
purpose vendors, jukeboxes, back- 
ground-music equipment, and a 


DON’T YOO HOO ME, 
YOU YAHOO! 


ADVERTISE IN 
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modern ldser-disc changer—the 
Lasergraph. 

During the anniversary celebra- 
tion Domberg gave a detailed review 
of the company’s development over 
the past 25 years and thanked Dr. 
Wilhelm Foelkel, who directed the 
company for its first 23 years, and 
Arthur Nelson, owner of Deutsche Wur- 
litzer GmbH. The Wurlitzer Company 
of the United States sold its European 
subsidiary to the Nelson Group of 
sydney, Australia, in July. 

Company products will continue to 
be marketed under the Wurlitzer 
name, one known for more than 129 
years. e 
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Jack Mullinax stands in front of Scrooges, a neighborhood 
bar he co-owns in suburban north Atlanta. 


Beleaguered bars calling 
on coin-op help 


Many coin-operated amusement 
people are fond of saying “the jukebox 
is the backbone of the industry’—ad 
nauseam. Like most trite sayings, the 
phrase is so commonly used because 
it has seemed so true for so long. But 
also like most trite sayings, it is shal- 
low, lacking an explanation of why the 
jukebox historically has been the 
industry’s most prevalent piece. 

From a different perspective, it 
could be said that the bar is the back- 
bone of the coin-op industry, and the 
jukebox has achieved its status only 
because no bar would offer a drink 
without a little musical background. 

The argument could be extended— 
perhaps music is the backbone of the 
bar industry—but the point is that it is 
important how coin-op equipment is 
perceived by the coin-op industry’s 
most traditional customer, the bar 
industry. 


By Mike Shaw 


Social contributions 

Scrooges, a neighborhood tavern 
in a rapidly growing suburban area 
north of Atlanta, features down-home 
friendliness, live music, and a great 
two-pork-chop lunch. Surrounded by 
“fern” bars that serve light beers and 
blended fruit drinks to a procession of 
single yuppies, Scrooges has remained 
determined to succeed by catering to 
a less frenetic group of primarily blue- 
collar customers. Its owners, two 
young Atlanta entrepreneurs who 
operated an arcade during the years of 
the video boom, say they rely a great 
deal on coin-operated entertainment 
to help establish a friendly and relax- 
ing atmosphere. 

“The games bring in only a small 
percentage of our earnings, but they 
help us keep customers and make 
friends,” said co-owner Jack Mullinax. 
“Often a customer who comes in by 
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himself will order a drink and then put 
a quarter in a game. Soon he'll be talk- 
ing with someone playing next to him 
or with someone who is standing or 
seated close to the game. He'll tend to 
stick around for a while and get com- 
fortable here, whereas if it weren't for 
the games, he’d be a lot more likely to 
have his beer and leave.” 

Scrooges offers a row of five or so 
pinball machines and upright videos 
against the wall at its entrance, as well 
as three or four countertop games 
around an island bar. In the back of 
the room is a shuffleboard and, of 
course, the ever-present jukebox. 
Even though the games bring a profit 
of about $1,000 a month for Scrooges, 
Mullinax insisted they are more 
important for their social contribu- 
tions. 

“The machines serve to create 
activity in different areas of the bar,” 
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Mullinax said. “They help us build 
faithful customers.” 


Bar industry magazine 
tracks coin-ops 

Although owners like Mullinax 
might look to games more for their 
entertainment value, there is evidence 
from some bar-industry observers 
that the revenues from those games 
might soon be considered more criti- 
cally as to their contribution to bottom 
lines. 

“More and more bars are having to 
find alternate ways to make money,” 
said James Daniels, an editor of Night 
Club & Bar magazine. 

According to Daniels, local legisla- 
tion is putting an end to traditional 
tavern attractions. Communities from 
coast to coast are outlawing promo- 
tions that encourage excessive drink- 
Ing. 

“Outlawing two-for-one happy- 
hour promotions started in New 
England about a year ago,” he said, 
adding that the trend is spreading. 
“You’d have to call it at least a small 
movement.” 

The push to moderation also is 
being helped along by growing con- 
cern over personal health as well as 
rigid enforcement of drunk-driving 
laws. 

“People are getting scared about 
driving drunk,” Daniels said. “And 
bars are very concerned with third- 
party liability laws.” 

According to Daniels, 37 states 
have enacted legislation that makes 
bar owners and operators responsible 
for the automobile accidents of cus- 
tomers who leave their establishments 
drunk. 

But, Daniels pointed out, better 
bar owners are not complaining. Many 
are happy not to have to compete with 
two-for-one drink giveaways and few 
have balked at efforts to keep drunks 
from wreaking havoc on the highways. 

Instead, owners are trying to com- 
bat slackening alcohol sales by putting 
more emphasis on food and other 
alternatives. According to Night Club 
& Bar, food now accounts for about 
65 percent of sales for U.S. establish- 
ments that serve alcohol, up from 60 
percent a year ago. 

They also are looking to live enter- 
tainment, good sound systems, attrac- 
tive lighting, and coin-operated 
games. 

“Countertop pokers and trivia 
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games are very popular,” indicated 
Night Club & Bar Editor Laurie 
Heavey. “A lot of owners also believe 
the new pay telephone will be profit- 
able, but they have been hesitant to 
commit to any so far because of the 
poor equipment that’s been available. 

“Your industry’s going to need to 
do a slick selling job on those phones,” 
she said. 

Bar owners have also been telling 
their trade publication that jukeboxes 
and video games are producing mean- 
inaful revenues, as are pool tables and 
dart games, especially when orga- 
nized activities are built around them. 

“Miller Brewing came to a recent 
bar-industry trade show to promote 
their tournaments as a way to offset 
losses resulting from outlawed happy 
hours,” Heavey noted. 


Some would dump games 

While some bar owners are look- 
ing for coin-operated equipment to 
help bolster sales, others are not so 
eager. 

“T see very little interest in the 
games anymore,” said Mike Seligman, 
who owns and operates The Gin, an 
Ole Miss-student hangout in Oxford, 
Miss. The Gin offers customers a 
handful of videos and a couple of 
shuffle alleys. Seligman owns the 
shuffle alleys, and he is not happy with 
the way his videos have been operated. 

“T’ve had trouble getting the games 
I want, or even enhancements like a 
speed-up chip for a Pac-Man game | 
have,’ he complained. “Operators 
don’t seem to want to invest in any 
new machines. I think if I got better 
games, they would become a more 
significant part of my revenue, but at 
this point, ’m thinking more about 
taking them out.” 


Opportunity knocking 
on barroom doors 

With alcohol sales slipping and 
likely to continue to do so, bar owners 
are looking for other sources of reve- 
nue. While food is by far the most 
popular alternative, they also are con- 
sidering other possibilities, such as 
coin-operated games, not just for the 
money they produce but for their 
ability to provide entertainment and 
keep customers. That points to 
increased and substantial opportu- 
nities for operators who can match 
locations with appropriate coin-op 
equipment and activities. * 
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Kiddie rides: 
overlooked and 
underestimated? 


By Bonnie Theard 


| 


Autorovo’s Chopper II 


Flex you been looking for an eye-pleasing, atten- 
tion-getting, consistent money-maker of simple mecha- 
nical design? Look no further than the nearest shopping 
mall, discount store, or family restaurant. The flashing 
lights of a hydraulic talking helicopter and the shine of a 
metal-fleck-painted sports car will draw your eye as well 
as that of the average child. 

Children are continuous customers, young con- 
sumers accompanying mother on an errand-filled day or 
joining the family for a fast-food feast. These consumers 
are not limited by season or constricted by school 
schedules. For them, every day is a good day for fun, and 
that means revenue for kiddie-ride operators. 

According to Tom Wight, owner of Southwest 
Amusement in Wichita Falls, Texas, “Kiddie rides are 
the best-kept secret in the industry.” Forty percent of 


Quality Design’s Merry-Go-Round 


Wight’s business is in kiddie rides, with the remainder 
made up of videos, pool tables, jukeboxes, and cigarette 
machines. That 40 percent represents 400 kiddie rides in 
Texas, Oklahoma, and New Mexico. Wight has been 
operating kiddie rides for five years in malls, groceries, 
and discount stores. 

“Kiddie rides are as steady as the day is long,” said 
Wight. “When video games went down, it didn’t hurt me 
because I had my kiddie rides. When school starts, video 
games drop, but kiddie rides remain the same. 
September and October are bad video months because 
the video customer is involved in school, sports, and 
music practice. However, kiddie-ride customers are out 
in the locations from the time a store opens until the time 
it closes. Whenever there is a sale, here comes mother 
and your kiddie-ride customer. 

“There’s really no competition for the kiddie-ride 
operator,” added Wight. “When you approach people in 
a professional manner and present statistics about the 
success of kiddie rides, you have a new customer.” 

Wight prides himself on service to the customer. 
“No one from our company ever touches a machine on 
location without getting the manager or assistant man- 
Youngsters are attracted to the bright, metal-fleck paint jobs ager to come over. Everything is above-board. The men 
on sports cars, tanks, and other kiddie-ride vehicles. who live in the key cities where we operate attend the 
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rides on a daily basis. Store managers like this, and word 
gets back about how well we maintain the equipment. It’s 
gotten to the point where we don’t advertise anymore. 
Word of mouth, no matter what, is your best advertise- 
ment.” 


Locations 

Different rides are successful depending on loca- 
tion,’ Wight said. “For instance, in West Texas the old 
horse ride is the best. Some uf my horses are made out of 
wood and take in $400 to $500 per month. Kiddie rides 
can last forever, as long as you take care of your cus- 
tomers. If I pull a horse out of a store in West Texas, I’m 
cutting my own throat. Some kiddie rides are making as 
much as always. The highest revenue-makers I’ve seen 
are the hydraulic helicopter, 001Car, and Knight Rider 
Car, sometimes pulling in as much as $1,500 a month. 

“In Oklahoma the 001 Car and Knight Rider car are 
popular, and the helicopter and motorcycle. In New 


Children enjoy the old time car when mother goes shopping. 
Kiddie-ride customers are in locations from morning ‘til evening. 


Mexico it’s cars and motorcycles, helicopter, and ferris 
Wheel. In fact, the ferris wheel does well in all three 
States.” 

One of Wight’s locations is Safeway stores in the 
Southwest. “This past July, Safeway conducted a survey 
on kiddie rides throughout their entire system in the 
United States,” he said, “and results indicated that rides 
supplied by Southwest Amusement had the highest 
revenue. Safeway has subsequently asked district 
managers and store managers to re-evaluate their 
stores and find a place for kiddie rides in stores that 
didn’t have any.” The result should be additional cus- 
tomers for Wight, who maintains that kiddie rides are as 
stable as pool tables and music. 

“Shopping malls are the most popular locations 
today, said Debbie Bouslog, marketing representative 
for Autorovo Kiddie Rides of America, Inc. Autorovoisa 
manufacturer and operator; it sells direct and has dis- 
tributors. 


PLAY METER, November 15, 1985 


The Robert E. Lee steamboat satisfies the child’s desire to 
be in the captain’s seat, especially in southern locations. 


“We've found if you have a mall and put four rides on 
one platform in one area they can do better than having 
rides at four different locations,” Bouslog said. “Many 
malls prefer the group presentation. If they don’t have a 
lot of space they may want them spaced apart.” 


Successful rides 

“Our most successful rides have been the Chopper 
II, a talking hydraulic helicopter, and the Thunderbolt, a 
space-oriented hydraulic ride,” she said. “We also offer 
an old-time car, a locomotive, a racing car, anda variety 
of animal-character rides, plus battery-operated cars. 


A staple in kiddie rides, the merry-go-round accommodates 
three children for one quarter and requires little space. 
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The musical ferris wheel is popular nationwide, in family 
restaurants and shopping mall locations like Kiddie Fun. 
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Bullwinkle’s Family Food ’n Fun draws the whole family. Here 
Bullwinkle and his friend Rocky greet kiddie-ride customers. 
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Our newest hydraulic ride is the Jetpack.” 

Bouslog thinks sound has been one of the greatest 
improvements in kiddie rides. “Our animal rides play 
nursery rhymes, the racing car says ‘3-2-1, let’s ride,’ and 
some hydraulic rides say ‘hold tight, enjoy your flight,’ or 
‘let’s go up, let’s go down.’ They are equipped with sound 
effects and buttons for rocket fire and gun fire. Lights on 
the rides are always flashing. That lets customers know 
the ride is working, and it tends to draw attention.” 


Autorovo rides have a 100-lb capacity and built-in 
safety features. [he Chopper II has a chain across the 
entrance, Jetpack has a seatbelt, and others have a 
recessed seat. “Many people ask about the possibility of 
a ride coming down on a child,” Bouslog said, “but if any- 
thing hits the step, the ride automatically stops. All rides 
are built to UL specifications. 

“These rides can last 10 years easily, or longer, and 
still look new,” she added. “Most of the colors are 
worked into the fiberglass. Our parent company in 
Holland manufacturers fiberglass bodies and parts there. 
These are shipped to our plant in Fredericksburg, Va., 
where we assemble everything. 

“We have experienced very few service calls. We 
offer a toll-free number, and problems usually can be 
solved over the phone.” 

Quality Design of Eldon, Mo., specializes in car rides 
and also customizes rides for restaurant chains, which 
are proven locations. 

Bob Stengel, sales director, ranks Quality’s 001 
Rebel Car and black Camaro the most popular. “Kids 
are attracted to flashy cars and things they see on TV,” 
said Stengel. “Our hydraulic rides and merry-go-round 
also are favorites, and all our rides have solid-state sound 
boxes. 

“We do all our work in-house. We believe in manu- 
facturing a sturdy ride that holds up. We have ETL 
approval on hydraulic rides for all electrical systems and 
try to design rides that don’t have any parts that children 
can remove. We give overnight service on parts and will 
send a technician when necessary.” 

Quality has new character rides to appeal to two- to 
four-year-olds. They are animated, occupy less space 
than other rides, and have interchangeable tops that 
allow rotation without moving the whole unit. “The 
average cost of these rides is $1,495 sold direct,” Stengel 
said. “The cost of other rides ranges from $2,000 to 
$2,700, with a median cost of $2,200. 


The best advice Stengel can give any operator Is to 
rotate rides every three to four months, keep them 
looking well-maintained, and, if they break down, fix 
them right away. 

“We tell our operators that the age level of two- to 
five-year-olds is not in competition with coin-op amuse- 
ments used by older kids. Children arrive and leave with 
parents or guardians, therefore kiddie rides bring a 
family business to the location. Kiddie rides create a 
good public image for a business.” 


Family restaurants 

Stengel believes family restaurants have come into 
their own in the past three years with kiddie rides in their 
game rooms. “Many chains are requesting customized 
rides, like the merry-go-round and dirt bike, for 
example,” Stengel said. “Kiddie rides have enhanced the 
whole restaurant business. The rides attract the kids, 
and when the kids come, the grown-ups have to come. 
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“The kiddie ride business is a good, clean, whole- 
some business, and it always has been steady.” 

Bullwinkle’s Family Food ’n Fun, a chain combining 
the family restaurant and game room, has an average of 
eight or nine kiddie rides in each of its seven locations. 
According to Scott Lovering, vice president of Bull- 
winkle’s and one of its founders, kiddie rides represent 15 
percent of the games on locations. 

“Our rides are placed in the midway of the game 
room,” Lovering said. “Other arcade pieces and videos 
line the perimeter. Hydraulic rides and car rides are most 
popular for us. We rotate our equipment on a limited 
basis. Our three California locations are able to rotate 
some equipment as well as two locations in Canada. We 
are planning three additional restaurants in southern 
California with rotation in mind. Two of our new restau- 
rants are now under construction. 

“We carry liability insurance for the entire restau- 
rant, including the kiddie rides.” 

Tom Wight of Southern Amusement also carries 
liability insurance, a $1 million policy to cover all his 
equipment. Manufacturers carry insurance for mecha- 
nical defects. Operators locate equipment in safe areas, 
under roof, as outside locations run the risk of 
vandalism. 


Advantages 


“One advantage of kiddie rides,” said Jack Boasberg 
of New Orleans Novelty Company, “is they are very well 
made, require little maintenance, and are practically 
trouble-free. 

“We see a new and exciting future in kiddie rides. 
The designs are interesting, the mechanics are improved, 
and a real plus is the added dimension of electronic 
sound effects. Kiddie rides are very appealing today. 
Child-oriented amusements start with the up-and-down 
phase, or back-and-forth phase. The next level for 
children is the sit-down type of games.” 

According to Boasberg, kiddie rides are a “speciali- 


Bullwinkle’s features kiddie rides in the midway of their game 
room, offering hydraulic rides, cars, spaceships, and more. 
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New Orleans Novelty Co. corrals a number of kiddie rides in 
it's Kiddie Fun area of Belle Promenade Shopping Mall. 


zation. They have more longevity in them than the 
average video game. And in some cases the gross 
income is even better.” 

New Orleans Novelty has started several kiddie- 
oriented game rooms in local shopping malls. One is 
Kiddie Fun, a fenced-in area with eight kiddie rides; 
another is Kiddie ‘Rides and Games. Here the main 
accent is on kiddie rides, but there are other games for 
juniors, teenagers, and adults. Kiddie Land, at a third 
mall, is a mix of sit-down games and videos with kiddie 
rides. It is adjacent to the food court in the mall. “It’s the 
first time we've tried to combine both kinds of games in 
the same close environment,” added Boasberg. “We 
post simple rules at alllocations and request that parents 
obey the rules.” 

The rules are: 

1. the child must be seated before inserting coin 

2. please watch your child when ride is operating 

3. please stand three feet from ride when operating 

New Orleans Novelty also has rides at a fourth 
shopping mall, where management prefers them placed 
throughout the mall instead of in one specified area. 
Rides have to be placed where they generate the most 
revenue, and at the moment shopping centers are prime 
locations. 

Louis Boasberg, New Orleans Novelty’s president, 
said, “Kiddie rides and kiddie rooms should be a part of 
all major shopping centers, simply because there is not 
much entertainment for youngsters under eight years of 
age. I here is no season for kiddie rides, because most of 
the children using them are not of school age. It is 
especially good during peak shopping times. A beaufiful, 
well-run, supervised kiddie room is an excellent source 
of revenue anda good attraction at the shopping center.” 

Popular kiddie rides placed in well-selected 
locations, coupled with a good maintenance and cus- 
tomer service program, can provide years of excellent 
revenue. I hey have proven longevity, and the number of 
kiddie-ride customers keeps growina. * 
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is never more festive than during 
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Make sure youre in the midst of it at the Sheraton New Orleans where the grandest parades pass by 
your front door. Where the hotel is a celebration in itself in the city that care forgot. 


Even though the Amusement Operators Exposition has been cancelled for New Orleans in 1 986, the 


special convention rate of $93 single and $108 double is still available at the Sheraton New Orleans 
February 6-12, 1986. 


Tax and gratuities not included. Reservations required subject to availability. When making room 
reservations, request Amusement Operators Exposition room block. 


F ya 


Sheraton New Orleans Hotel & Towers 


LEK Ke, 
le 


Sheraton Hotels, Inns & Resorts Worldwide 
The hospitality people of ITT 

500 Canal Street 

New Orieans, LA 70130 504-525-2500 
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George Kane of Kane Amusement Company in Petal, Miss., pauses during his 
tour of the exhibit floor for a photo with his sister, Karen. 


Lt hit of the AMOA show was __ and ’84, this year’s show in Chicago, 
not a video game. It wasn’t a pinball. It October 30 through November 2, was 
wasn't evena novelty game. Thehitof described by attendees as upbeat. 
the show was the attitude of the And it was reflected in the attitude of 
operators. attendees, who were decisive, confi- 

After gloomy AMOA shows in ’83 dent, and optimistic—characteristics 


Positive attitude 


AMUSEMENT 
& MUSIC 


OPERATORS 
ASSOCIATION 


Roger Sharpe is pleased by the warm reception given his latest creation, Cyclopes, 
a new pinball manufactured by Game Plan. 
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long missing from the coin-op industry. 

In a speech to the membership, 
John Estridge, outgoing AMOA 
president, summed up what many felt 
when he said, “Operators have been 
looking for ways to survive; this year 
they’re looking for ways to make 
money.” 

Said a Wyoming operator, “I 
decided that if I was going to stay in 
this industry, it was time for me to 
make a commitment to it. I bought 
some new equipment, placed it in my 
locations, and, believe it or not, I’m 
finally making some money.” 

Added his wife, “It’s not a whole 
lot, but once we made that decision to 
invest in new equipment, we started 
seeing revenues climb. It’s like 
everyone says, you have to spend 
money to make money.” 

Operators seem more willing to do 
just that, much to the delight of manu- 
facturers and distributors. Manufac- 
turers have introduced equipment 
designed to help operators make 
money, and the variety of good equip- 
ment displayed was impressive, but it 
was clear that even the equipment 
took a back seat to the feeling of 
optimism that pervaded the AMOA 
show. 

This show was unusual in that it 
had many hits, not just one or two. 
When asked to name their favorite 
pieces, operators generally answered 
that there was a lot of good equip- 
ment. In the past they usually named 
one or two that dominated the show. 
Some of those hits went on to become 
money makers, some didn’t. 

This year, however, the list of good 
games is lengthy. Operators still had 
their favorites, and there were games 
that stood out, but Operators are 
looking for and finding ways to make 
money with a new crop of games. 
Many were echoing the Wyoming 
operator’s feelings; they have survived, 
and now it’s time to make money. 
Manufacturers are giving them the 
equipment to do it. 

Another surprise was the number 
of arcade pieces displayed. Though 
arcades had been closing at an 
alarming rate, large arcade chains are 
doing better and even opening new 
locations. Manufacturers are ready 
with the equipment for them as well. 


Equipment 
Atari’s Gauntlet video game 
brought unanimous cheers from 
Operators. One distributor had to 
change his Atari order to meet 
unexpectedly high operator demand. 
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Bill Nemgar (left) of the Valley Company presents an award to Bud Leonard of 
Amusement Specialists of Stuart, Fla. Leonard’s team won the award for the best 
dressed team at the Valley national pool championships last June in Las Vegas. 


= ae — > Se". SO See 


Taito’s remote-controlled robot was irresistable to this little boy. Taito showed 
several versions of its robot products. 


Dave Gilfor (middle) of Active Amusements poses with customers Cary King and 
Richard Stone of Delmarva Amusements in Pokomoke, Md., and Rick and Ken 
Kadel of Burkholder Amusements of Harrisburg, Penn. 
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The unique cabinet design and four- 
player configuration should appeal to 
a wide range of players. Operators 
said they were disappointed the game 
was not adaptable to either Atari 
system, but Atari representatives 
explained that Gauntlet could not 
have been made to adapt to the 
systems. Not for every location, this 
game should do well in the right place. 
Each of the characters, Thor, Thyra, 
Merlin, and Questor, has different 
fighting abilities. Each is controlled by 
a different player when there are four 
players. They fight enemies as they 
travel through mazes collecting food, 
treasure, and magic potions. New 
players may enter the game any time 
by depositing quarters. 

Atari also showed its System I and 
II and software. Peter Pack Rat and 
Indiana Jones and the Temple of 
Doom were shown for System I, 
Marble Madness. Atari has not intro- 
duced a follow-up to System II’s first 
game, Paperboy, but announced that 
numerous other games were in 
development and it planned to intro- 
duce one or two System II games each 
year. 

Sega showed its ultra-successful 
Hang-On motorcycle game in ride-on, 


upright, and sit-down versions. The 
game has been out for several months, 
but it continues to win praise 
wherever it is shown, and AMOA was 
no exception. The ride-on version 
features a realistic motorcycle that the 
player can lean over as he views the 
screen between the handlebars. 

Sega introduced a new kit called 
Choplifter, which operators liked. In 
this horizontal-monitor kit, a player 
maneuvers a helicopter to save 
prisoners while using a machine gun 
or bombs to ward off enemies. 
Rescuing 20 hostages advances a 
player to the next scene. The game 
should do well ina variety of locations. 

Capcom previewed its first game 
to be marketed directly by Capcom 
USA. Called Section Z, the game 
won't be out until around the first of 
the year. It is a space themed, hori- 
zontal kit. The player becomes a 
spaceman battling enemies through 
various space stations. He advances 
into enemy territory positions begin- 
ning with A and trying to reach section 
f. 

Barely two years old, Capcom just 
recently opened a U.S. office. 
Capcom Japan, for which Capcom 
USA is the exclusive agent in North 
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America, South America, and Europe, 
licensed such games as Commando, 
1942, and Ghosts and Goblins. 

In deciding to market Section Z 
directly, Capcom USA licensed 
another new kit, Gunsmoke, to 
Romstar. Gunsmoke is a _ vertical- 
monitor kit with a western theme. The 
good guy, Billy, is hired by citizens ofa 
gold-rush town to fight bandits who 
are stealing gold dust. “The orders on 
this game are unbelievable,” said 
Capcom’s Paul Jacobs. Jacobs said 
Capcom licensed Gunsmoke to 
Romstar because the company did 
such a good job with 1942, which still is 
a high-earning game. 

Many were eager to see what Data 
East would show to follow its string of 
hits, including Karate Champ, Kung 
Fu Master, and Commando. The 
newest offering is Shootout, another 
dedicated game. The player tracks 
down a mob boss as gangsters try to 
stop him from finding where the boss 
is hiding. The player battles his way 
through streets, parks, hotels, bars, 
and other parts of a city, but must be 
careful not to shoot innocent bystan- 
ders instead of gangsters. 

Data East also previewed Ring 
King, a two-player boxing game. 
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ASCAP and BMI man booths at the show 
“We didn’t know what to expect,” said ASCAP’s Bill Lee, commenting on ASCAP’s and BMI’s plans to 


have a booth at the AMOA show. 


The gesture was significant considering the controversy over the agreement between the performing-rights 
societies and AMOA. ASCAP (American Society of Composers, Authors and Publishers) and BMI (Broadcast 
Music Inc.) spent the weekend answering questions and talking to amusement operators. 

“I think they realize we are just people like them,” Lee said of operators’ attitudes toward ASCAP and BMI. 
“Usually when we talk with operators on the phone, they are already mad because there is some problem with 
their jukebox registration. However, here at the show we have had a unique opportunity to chat with operators 
and get to know them, and they have had an opportunity to get to know us. They are a super group of people.” 

After answering a question from an operator about whether jukeboxes used for private parties need be 
licensed, Lee noted, “Operators have asked us some important questions that they just didn’t know who to ask 
before. I think now they know there is someone at our office who will be glad to help. Associating a name with a 


face, so to speak.” 


26 


PLAY METER, November 15, 1985 


Players challenge each other and 
become title holders by scoring a 
knockout or winning on points. Each 
boxer has his own assortment of jabs, 
hooks, and uppercuts. 

Operators were in an uproar over 
Nintendo’s plans to introduce a home 
system in the U.S. Many said they 
were afraid Nintendo would follow in 
Atari’s footsteps, focus on the home 
market, and forget the coin-op 
industry. Nintendo has denied empha- 
tically any intention of getting out of 
the coin-op business. In fact, with 
projected sales of nearly 100,000 
systems by year’s end, Nintendo is 
negotiating deals with others to 
develop software for the system so 
owners will have a much wider selec- 
tion of games. 

Frank Ballouz, vice president of 
marketing in Nintendo’s commercial 
division, said home versions of the 
company’s VS. System games, which 
are being tested in New York, might 
stimulate rather than discourage play 
of the games at operator locations. In 
any case, he said, it is unfair to 
compare Nintendo’s move into the 
U.S. home market to Atari’s of a few 
years ago. Operators then were trying 
to recoup their investment in dedicated 
Atari games, he said, an investment 
of much more than operators now pay 
for VS. System games. 


Ballouz pointed to Nintendo’s past 
refusal to offer close-outs as evidence 
that the company has operators in 
mind and won’t do anything to 
jeapordize the success of the VS. 
System. The money to develop games 
for the system, he added, has come 
from Nintendo’s budget for developing 
consumer products in Japan, where 
Nintendo is not involved in coin-op 
amusements. 

Nintendo showed Arm Wrestling, 
a new game available as a dedicated 
game or as a Nintendo Pak for Punch 
Out!! or Super Punch Out!! The 
player strives to become arm- 
wrestling champ of the world using 
strategy and endurance against the 
characters Texas Mac, Kabuki, Mask 
X, Ape III, and Frank Jr. 


Nintendo also showed its lineup of 
games for the VS. System: MACH 
Rider, Soccer, Duck Hunt, Hogan’s 
Alley, Excitebike, Ice Climber, Golf, 
and Pinball. 

Nolan Bushnell of Bally Sente 
presented Stompin’, a video game 
players’ control with their feet. The 
video screen is divided into nine 
squares duplicated on a floor pad on 
which the player stands. As the player 
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Magic Electronics introduced its Child’s Play line of kiddie games in a colorful, 
balloon-filled display. 


Nolan Bushnell, chairman of Bally Sente, and a model pose with his latest game, 
Stompin’. Players control the action with their feet. 


ann anne 


Russ Strahan shows customers the workings of an NSM jukebox. 
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watches a mouse trying to get to a 
piece of cheese in the center of the 
screen, he tries to stomp the critter by 
stepping on corresponding squares 
on the floor pad. It is a physical game 
that exhilarated players. Of course 
Stompin’ is not for every location, but 
it should do well as a novelty. 

The company noted that other 
games incorporating the floor-pad 
system are in the works. 

Bally Sente system games are 
numerous and seem to keep getting 
better. Operators point to the latest, 
Mini Golf, as a game sure to make 
them money. The 18-hole miniature 
golf course offers enough challenge 
for the pro and yet is appealing to non- 
golfers. 

Many operators said that because 
they have had terrific success with 
Gimme-A-Break and Trivial Pursuit, 
they will buy Mini Golfin anew cabinet 
instead of converting one of the 
others. 

Bally Sente also introduced Sac 
Man, a conversion to turn Pac-Man, 
Galaxian, and Ms. Pac-Man into a 
Sente system. The kit is complete with 
electronics hardware, control panel, 


harness, graphics, hardware, instruc- 


tions, and paint for the old cabinet. 
Among Bally Midway’s showing 


video, pinball and novelty games. 


THE TICKET DISPENSER 
— WITH EXPERIENCE 


DELTRONIC LABS DL-1275 Ticket Dispenser is now 
available in kits—for quick and easy installation on existing 


For more than 7 years, top amusement manufacturers 
have relied on DELTRONICS LABS for quality ticket dis- 
spensers, backed by prompt and efficient service. 

Now this time-tested dispenser is incorporated in kits for 
the same dependable performance on your present games. 

You can renew player interest with tickets for awards and 
bonuses—and keep them playing again and again and again! 


DELTRONIC LABS, INC. 


Eight & Maple Avenue @ Lansdale, PA 19446 
215/362-9112 © Telex 317054 


were Sarge, Strikes and Spares, Eight 
Ball Champ, Pac Pack, and Hot Shot. 
Sarge offers a variety of choices of 
play. Players may take on a solo 
mission, join forces as a team, or fight 
each other. Players maneuver a tank 
and helicopter through a battlefield of 
winding rivers, dark forests, and trea- 
cherous enemy terrain. The first 
player to survive the enemy and timer 
is promoted to Sarge. 

The Pac Pack is to convert Pac- 
Man and Ms. Pac-Man, with the first 
game Jump Shot, a basketball-themed 
game pitting players against each 
other or the computer. Other releases 
will be available by January and April. 

Hot Shot is a novelty pinball. 
Larger than an average pin, it uses a 
cue ball for the action. 

Premier Technology showed 
Rock, an exceptional pin operators 
often mentioned at the top of their lists 
of great new games. The sound 
system is redesigned and the cabinet 
high-tech. Premier, which was formed 
just before last year’s AMOA, has 
been successful. Each Premier pinball 
has new features and reliability 
operators look for. 

Premier also previewed a novelty 
called Hoop’z, a basketball-themed 
mechanical piece similar to Chexx 


February 7-9 
1986 


with the play action under a dome. 
The game is still in design and was only 
shown in Premier’s suite, but operators 
should look for it when it is intro- 
duced. 

Konami, which went through 
some changes last year (moving from 
California to Chicago after buying out 
Interlogic), is coming back strong. 
Operators were quick to name Rush’n 
Attack, which was introduced to dis- 
tributors several months ago, as one 
of the best kits. The player tries to free 
prisoners through various scenes and 
enemies. The game already has 
proven to be a good earner. 

Konami also showed Omni, a 
universal cabinet for horizontal or 
vertical monitors. Nemesis, shown in 
the Omni cabinet, is a war against 
clever aliens. And for the Omni 
cabinet or sit-down version is Konami 
GT, a racing game testing reaction 
and skill. Players must overtake oppo- 
nents and avoid collisions on a rain- 
and ice-slicked course through snow 
and around hairpin curves. 

Konami also has entered the trivia 
arena with Wizz Quiz, in which two 
players compete against each other 
and the clock to answer the same 
question. It is available as a kit to 
convert Track and Field with simple 
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Florida Amusement/Vending Association 


TRADESHOW 


Orlando, 
Florida 


For information, call or write 
FAVA, P.O. Box 13089, Tallahassee, FL 32317 


(904) 878-3134 
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installation ot a sub board. 

Williams always seems to offer 
something unique, and this year it was 
High Noon at the 4 Moon Saloon: a 
pay telephone; its latest pinball, 
Comet; a bowler, Alley Cats; and 4- 
in-One. 

Operators have said Comet is 
great. Alley Cats is a sleek new design 
and features a choice of bottle-shaped 
pins or regular bowling pins, new 
sound effects, and cartoon graphics. 
High Noon at the 4 Moon Saloon isa 
shooting game that was busy continu- 
ously. Shooting at a large wall screen, 
players aim at futuristic western 
characters moving around in and out 
of a saloon. The weapon, an LR. 
Nullifier gun, emits a visible spot of 
light to help home in on targets. 

4-in-One is a 10-second novelty 
conversion. A small wall-hung or 
pedestal mechanical game, players 
choose from Pigskin 2010, Willy at the 
Bat, Willy’s Cup, or Poker. The player 
simply maneuvers a steel ball into 
holes on the upright playfield. 

Williams pay telephone will be 
available soon. Williams will manufac- 
ture the phone, but another firm will 
market it. 

Game Plan, which maintained a 
low profile in the coin-op industry 
while pursuing other interests, has 
beefed up its distributor network and 
introduced some hot product. The 
latest additions are Andromeda and 
Cyclopes, two pinballs the company is 
billing as a new generation. They 
feature multi-ball, skill shots, eye- 
catching graphics, and flashing visual 
effects. 

Cyclopes was designed by Roger 
Sharpe with help from some of the 
best-known pinball designers. Sharpe 
claims it is challenging enough for 
pinball lovers and easy enough for a 
novice to understand. Skill shots, 
multi-ball play, and other features 
promise this game will be a hit. 


A pinball called Loch Ness 
Monster was previewed in Game 
Plan’s suite. Designed by Joe Kamin- 
kow, who worked on many pinball hits 
for Williams Electronics and is 
currently employed by Memetron, 
this pinball is not available yet, but 
look for it near the first of the year. 


A favorite of trivia lovers is Merit’s 
new Tic Tac Trivia. As the name 
implies, it is based on tic tac toe. 
Players must answer questions to win 
a square with an X or O. If playing 
against the computer, the player hasa 
chance to answer the question to 
block the computer’s square. Once a 
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Premier’s latest pinball, Rock, was one of the best at the show. 


Memetron, though a fairly new company, is making a name for itself with new 
games like MatMania and Shanghai Kid. 
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Bob’s Space Racers had several offerings designed for children, including Pattie 
Cakes, Can Alley and Whac-A-Mole. 
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AMA’s Bob Nims can’t resist a ride on Sega’s latest, Hang-On, 


a realistic motorcycle-riding game. 


player has won the tic-tac-toe board, 
he must also try to win the most 
points. The game includes bonus 
questions for bonus points. The game 
is great fun, and will be a natural exten- 
sion to locations that demand the 
trivia games. 

Merit also showed its new elec- 
tronic dart game, Bull Buster Darts, 
which features reliable scoring, a non- 
glare target, a back-lit instruction 
panel, twin coin chutes, and a missed- 
dart indicator. 

Magic Electronics has given 
operators quite a few kits that have 
proven consistent earners. At the 
show Magic introducd its Instant 
Conversion Coupler to adapt to 
almost any kit. Magic claims it elimi- 
nates blown boards, crossed wires, 
and power-supply and monitor pro- 
blems. It is offered with an optional 
power supply that never has to leave 
the cabinet. Along with the coupler, 
Masaic showed its latest hits, Samurai, 
Wiz, Special Forces, Grobda, Bulls- 
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eye, and Poseidon. Iwo games to 
come are Nun Chackun and Hex 
Pool. 

Memetron, started a little more 
than a year ago by Larry Siegel, 
introduced MatMania, a Memetron 
King Kit conversion. The player uses 
ring techniques used in professional 
wrestling matches while battling five 
opponents in a quest for the cham- 
pionship. 

Those who enjoyed playing hana- 
man as children can enjoy it again with 
Status Game’s Hangman. It is avail- 
able as an update for the Status 
system or as a universal kit for any 
horizontal, vertical, or cocktail game. 

Status also announced two varia- 
tions onits Triv Quiz: Sports Triv and 
sex J ri. 

Entertainment Sciences displayed 
Turbo Sub, an undersea driving game 
in which the player pilots a futuristic 
submarine on a 3-D undersea adven- 
ture fighting alien creatures. 

Cinematronics showed a game 


U.B.I. showed its latest tables and was pleased with 
operator response. 


designed for its Cinemat system. 
Called World Series, the Season, the 
new game allows players to keep their 
baseball statistics as professionals do. 
The player slips his key into the 
machine, and it reads his statistics. 
The numbers are calculated each time 
the game is played. 

Equipment at Kitkorp’s booth 
included MetroCross, TNK III, 
Cruisin’, Crown’s Golf in Hawaii, and 
Return of the Invaders. A surprise was 
the pinball conversion developed by 
Steve Kirk and Harry Williams being 
marketed by Kitkorp. The first game 
for the conversion system is called 
Gamatron, and, according to the 
company, other kits are in develop- 
ment. 

Gamatron features a new playfield 
completely wired and ready to install, 
a prom change, a new sound board, 
new back glass, anda complete set of 
cabinet graphics. Some operators said 
they would have to wait and see about 
a pinball conversion, but by show’s 


Grayhound Electronics had a vast array of products 
for operators’ inspection. 
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smoke, licensed to Romstar and Section Z. 
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Let Dynamo put $100 in your pocket 


Now's your chance to buy the industry's leading 
pool table and earn $100 at the same time dur- 
ing our exclusive “Dynamo Dollars” promotion. 


Dynamo’s the only pool table that offers: 


A patented 214” cue ball separator to prevent 
hang-ups 

«A modular coin housing of high impact 
polystyrene for easy replacement in case 
of break-ins 

¢ All plywood construction for strength and long 
life on location : | 

¢ New PUSH LOK™ fasteners hold pocket liners il 
in place for easy maintenance 


OPERATOR 


Contact your local Dynamo distributor for more 
details on this exciting promotion. But hurry, this 
promotion is for a limited time only! 


Bill Pickett’ President 
Dynamo Corporation 
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POOL TABLES SOCCER TABLES 
Dynamo Corporation 2525 Handley-Ederville Road Richland Hills, Texas 76118 (817) 589-7699 Toll Free (800) 527-6054 Telex: 732 432 
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end, they were finding distributors to 
place orders. 

NSM also showed a pinball con- 
version, Cosmic Flash, manufactured 
in Germany and distributed by NSM. 
This is the third play-board variation 
on the Unipin cabinet. “There is 
definitly a market for this, just like 
there is a market for video conver- 
sions,” said Russ Strahan, NSM presi- 
dent. 

NSM showed the NSM-Lions 
universal video-game cabinet designed 
for any PCB with the use of a wiring 
harness. The monitor can be rotated 
to accommodate vertical or horizontal 
software, and the cabinet is of molded 
foam. 

PGD showed the first trivia game 
you can play with your ears, Music 
Trivia. It is available as a countertop or 
a universal PCB conversion kit. 
Regular trivia questions and music can 
be mixed for up to nine categories. 
New music categories will be available 
each month as a pop-in E-Prom, 
according to the company. 


Exidy introduced its latest in a 
series of conversions for Crossbow. 
Called Crack Shot, it is available 
either as a conversion or dedicated. 
The series of games Crossbow, 
Cheyenne, and Combat have all been 
consistent earners, Crack Shot looks 
like it will be also. 


Coindata of Nashville showed the 
following conversion kits: Farmers 
Rebellion, in which the player uses 
martial arts to escape from a landlord; 
Bogey Manor, reminesent of Ghost- 
busters as players battle ghosts, 
goblins, and witches; High Voltage, a 
space-themed battle fought from the 
cockpit of a star fighter; Ninja Kun, 
with 128 levels of play; and Mirax, in 
which the player must destroy Mirax 
Cy, 

Taito, which has licensed many hit 
games to other companies, exhibited 
The Legend of Kage, in which the 
player controls the hero, Kage, as he 
ventures to rescue a princess from the 
devil’s world; N.Y. Captor, in which 
the player is the last hope for a town 
terrorized by a mysterious gang; 
Super Speed Race dr., a racing game 
especially for children; Monte Carlo, a 
gumball/race game in which the player 
is rewarded with a gumball; Super 
Dead Heat, a car race in which two to 
four players compete on a variety of 
race tracks; and Typhoon Gal, in 
which the player maneuvers Yuki 
through opponents to a judo hall. 

Digital Controls showed Ghosts 
’"N Goblins, which is licensed by 


Capcom to Taito and Digital Controls. 
A princess is captured by the Lord of 
Goblins, and Sir Michael, the brave 
knight, must face ghastly dangers and 
enemies to rescue her. 

Tehkan showed Gridiron Fight, a 
one-to-four-player football game first 
shown in the spring, and Pinball 
Action, pinball on a video screen. 

Zaccaria and its exclusive distribu- 
tor, Bhuzac, showed their popular 
Magic Castle pinball featuring Dr. 
Zekyll, Zankenstein, and Zaccula 
waiting to tell who is hidden in a magic 
castle, and Devil Riders, a dual-action 
playfield pinball. The company bills 
the game as absolutely symmetric for 
a perfect understanding between man 
and machine. 

Kel-Chad, a new company formed 
by Fred Kelley of Nomac, showed 
Bank Shuffleboard, a unique ‘V’ 
shaped shuffleboard. Requiring only 
38 square feet, 58 percent less than a‘ 
conventional shuffleboard, the light- 
weight game has solid-state elec- 
tronics and a durable playing surface. 


American Shuffleboard exhibited 
its 12-foot and nine-foot Royal 
Cushion shuffleboards, which the 
company claims embody the finest 
features ever offered in shuffleboards. 


G Manufacturing showed a new 
solid-state conversion kit for old 
Chicago Coin bowlers. The kit 
includes new back glass, new flash 
glass with a wired light bar, a new 
assembled and wired roll-over section, 
a wired electronic head that bolts into 
the existing shell, an assembled light 
box, and new harnessing. The 
company also showed its Bow! game 
featuring solid-state scoring and five 
different games. 


Bob’s Space Racers featured 
several children’s novelty pieces, 
including Pattie Cakes, which chal- 
lenges kids to press the lighted cup- 
cakes as they flash randomly; Can 
Alley, which tempts kids to throw balls 
at characters in trash cans for prizes; 
and Bully Buster, the child-sized 
version of Whac-A-Mole. The com- 
pany also had offerings for adults with 
Super Shifter, an arcade piece with 
racecars controlled by players; Hot 
Spot, the adult version of pressing 
lighted buttons; and Bowler Koller, 
which challenges players to nudge a 
bowling ball on parallel tubes over a 
hump. Players can’t resist just one 
more try because the game looks 
easier than it is. 

Pop-A-Shot was shown in the stan- 
dard model, junior version, and the sit- 
down configuration. The company of 
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rN “| nother high earning fun game for the 


STATUS SYSTEM™. HANGMAN features col- 
orful, entertaining graphics that will appeal to all 
types of locations and players. Use your skill or 
just test your luck on the magic wheel. Many dif- 
ferent strategy options and operator adjustable 
options (including an advertising feature) help 
make HANGMAN another top earning video game 
from STATUS. 


ANGMAN is available as a low priced, 


quick-change update for the STATUS 
SYSTEM as well as a universal kit for any horizon- 
tal, vertical or cocktail game on the street. All uni- 
versal kits include buttons, complete colorful 
graphics, PC boards and much more. As always, 
HANGMAN can also be purchased in our own 
durable, metal countertop as well as a dedicated 
upright or cocktail. 
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TATUS has done it before... . 


join the STATUS SYSTEM™ and 
enjoy another top earning, indus- 
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THE VIDEO GAME™. 
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AMERICAN COIN MACHINE EXPOSITION 
FRIDAY, MARCH 7 - SUNDAY, MARCH 9, 1986 «© EXPOCENTER/DOWNTOWN CHICAGO 


PRE-REGISTER NOW to receive your badge of admission at a spe- 
cial discount rate! PRE-REGISTRATION: $10.00. ON-SITE REGIS- 
TRATION: $15.00. 


NOTE: $5.00 FEE TO REPLACE LOST BADGES. NO EXCEPTIONS. 


Minors under the age of 19 will be admitted provided they have paid 
their registration fee, and are accompanied by a badge-bearing adult. 


MUST BE RECEIVED BY FEBRUARY 7, 1986. 


Name 


Title 


Firm 


Street 


City : 


Country 


AMERICAN COIN MACHINE EXPOSITION 


Housing forms, travel information, seminar registration materials and 
complete schedule of events will be sent separately. 

Complete and return the coupon below with your check for $10.00 per 
person (U.S. currency), made payable to AMERICAN COIN MA- 
CHINE EXPOSITION, 16066 SOUTH PARK AVENUE, SOUTH 
HOLLAND, IL 60473 USA. 


Only 21 characters 
including spaces 


Check below your business 
classification: 


will appear on 
your badge 


1 0 Exhibitor 

2 1) Non-Exhibiting Manufacturer 
3 CO Distributor/Management 

4 (1) Distributor/Sales 

5 (1) Arcade Operator 


St. ; Zip 


Telephone 
Sponsored by: Skybird/AAMA Joint Venture 


Managed by: William T. Glasgow, Inc., 16066 South Park Avenue, South Holland, IL 60473, 312/333-9292, 
Telex: (ITT) 4943831 BG UI. 


6 1) Route Owner/Operator 
7 © Technician 
8 1) Trade Press 
9 (1) Other 
specify 


the same name has significantly 
improved the basketball-throwing 
game. 

Besides its electronic dart games, 
IDEA showed a novelty piece called 
Color Me, a psychological color game 
in which the player makes color 
choices by pushing the appropriate 
button. The machine then analyzes 
his personality based on the Luscher 
color test. The company also showed 
IDEA Ball, in which the _ player 
watches a flying ball land ina pit area. 
The game is scored vertically, hori- 
zontally, diagonally, or in four corners. 

Movie Hut displayed its Vend-A- 
Sticker sticker dispenser and Tobi, 
the robot. 

Jukebox manufacturers had some 
surprises for attendees. Seeburg 
previewed its new compact laser disk 
with predictions of its wide accep- 
tance in the not-so-distant future. One 
distributor was reminded of when 45s 
became universally accepted and 
related this story: “When 78s were still 
the most popular form of jukebox 
records, Seeburg produced a jukebox 
that would adapt to 45s. Of course, at 
the time no one took it seriously. But, 
lo and behold, 78s were discontinued, 
45s were standard, and suddenly 
everyone needed a Seeburg jukebox. 
It took the others a while to build their 
jukeboxes for 45s. This compact disk 
concept could be a repeat of history.” 

Operators raved about the new 
Rowe boxes. “It looks like Rowe 
listened to what we operators wanted 
and then built the new jukeboxes from 
our suqagestions,” one operator said. 
The Golden 90 and Sapphire 90 
feature slanted glass to prevent 
glasses and litter from accumulating, 
easy-to-read selector keys, a high- 
powered sound system, anda $1 and 
$5 bill acceptor. 

Wurlitzer, one of the oldest names 
in phonographs, recently celebrated 
its 125th year in business. The 
company’s SL800, Fuego,: Tarock, 
and SL700 all feature Wurlitzer depen- 
dability and distinctive styling. Wurlit- 
zers Jerry Reeves said one concern 
operators have in purchasing a 
Wurlitzer is parts availability. He 
stressed, however, that parts are 
easily obtained and that many 
Wurlitzers are on location seven or 
eight years before needing a part. 
“Wurlitzers are so dependable,” he 
said, “an operator can take it to a 
location in the crate.” 

NSM featured its latest product 
line: City I], Sound Master Compact, 
Consulette ES IV, Satellite 200, 
Prestige II, and Concert 240. 
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Basketball fans can seldom resist an attempt at dunking a few balls on Pop-A-Shot. 


Table soccer is a challenge to players of allages. Here show-goers try their hands 
on Dynamo’s tables. 
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Walter Sampson of the Copyright Office 
participated in a seminar on the jukebox 
license agreement between AMOA and 
the performing-rights societies. 


Seminars 
From technical instructions to 
jukebox licensing, seminars provided 
attendees with a wealth of informa- 
tion. 


Pay phones 

The pay-phone market is still 
open, and many operators found their 
way to the pay-phone seminar moder- 
ated by Dick George of Roy George 
Music and Vending and paneled by 
Marty Segal, executive vice president 
of Republic Pay Telephone, and 
George Woods, formerly with Capital 
Tel Systems. 

Segal, who has been interested in 
the pay-telephone market for longer 
than just about anyone, said, “A year 
ago, the phones didn’t work, but they 
have improved a lot, although there’s 
till some garbage being sold.” 

Segal showed a video of television 
reports that gave a bad impression of 
private pay phones. He noted that the 
business has gotten bad publicity 
because of fly-by-night operators, 
poor-quality phones, and bad features 
such as post-pay, in which the caller 
must deposit his coin after the called 
party answers. 

Segal said that although about 30 
states allow private pay phones, in 
only a handful of states is the business 
profitable. When pay phones were 
deregulated, he said, the Federal 
Commerce Commission (FCC) left it 
up to individual state public utilities 
commissions to make rules. As a 
result, regulations and rules vary from 
state to state. 

Segal cautioned operators to 
rethink their game plans if they intend 
to get into the pay-phone business. 
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Securing location contracts is a must, 
according to Segal, and he recom- 
mends at least 10-year contracts. Bell, 
he added, signed locations to lifetime 
contracts. 

Operators must learn the language 
of the telecommunications industry, 
Segal said, explaining that “they talk in 
acronyms and abbreviate everything, 
and you don’t know what they’re talk- 
ing about.” 

George Woods told operators that 
“way over 50 percent of pay-phone 
revenue nationally is generated in the 
Northeast. The total national gross, 
which includes long distance, exceeds 
$4 billion.” 

Woods, who told operators he 
would not operate a phone that did 
less than $300 a month, said, “The 
private pay-phone market will really 
start moving in the next 60 to 90 days, 
when the equipment is perfected.” 

Woods then outlined numerous 
features of a good phone, including 
the following: audio instructions, 
heavy-duty construction, a three-coin 
mechanism, an escrow bin, a big coin 
box, proper answer supervision, the 
ability to handle incoming calls (PSCs 
will require it), the ability to access 
long-distance carriers, proper tarrifing 
24 hours a day, seven days a week 
(tarrifs for intrastate calls continu- 
ously change according to days and 
times), easy servicing, the ability to 
call the operator when the coin box is 
three-quarters full, the ability to 
screen collect calls, and the ability to 
allow 976- and 900-number calls. The 
phone, he added, should “lean to the 
customer’ to curtail vandalism, and it 


should be able to accept coins and ‘ 


credit cards. “If you go with coin only, 
you re giving up a lot of revenue,” he 
Sald. 

Woods said location is the most 


important factor in pay-phone profit- 
ability, and the best location is where 
customers make a lot of long-distance 
calls. According to Woods, interstate 
long-distance calls are where the 
money is. He said a route should 
include no fewer than 200 phones and 
added that he would not operate one 
of less than 500. 


Converstion kit/ 
trivia/systems 

Play Meter’s Frank “The Crank” 
Seninsky drew a standing-room-only 
crowd for his seminar on kits, trivia, 
and system games. He gave sugges- 
tions and service tips on numerous 
pieces of equipment. 

He began with Nintendo’s VS. 
systems and the following list of their 
good points: it takes only 15 minutes 
to change games once the system is 
installed (the original installationintoa 
Nintendo game is about two hours 
compared to three hours into a Pac- 
Man game); there is a large library of 
good games; the low price means you 
can't get hurt with a Nintendo system; 
and the power supply and transformer 
are supplied when an operator orders 
a VS. System for a Popeye, which 
wasnt manufactured with the needed 
12 volts. Seninsky also noted that he 
had not had any logic problems with 
any Nintendo product. 

Seninsky mentioned one draw- 
back of the Nintendo system: vertical 
rollover occurs when the C407 (10uf- 
160V) cap on the monitor breaks 
down because it’s too close to hot 
components. It can be replaced witha 
thinner radial cap like a 10uf-200V. 
Seninsky speculated on future VS. 
software saying he hoped Nintendo 
was working to arrange for outside 
software. (Nintendo announcedat the 
show that it has in fact been working 


This panel delivered speeches on all aspects of the $2 billion-a- year cigarette-vending 


industry. 
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with outside companies to develop 
VS. software.) 

Of Bally Sente’s Sente system, 
Seninsky said it includes a large library 
of games, the pictures of missing 
children on the monitor are an 
excellent way to show that video 
games do public good; it is the fastest 
of all systems to convert (just 15 
minutes on a four-year-old game); it 
has a new regular-size cabinet; and it’s 
almost-vertical monitor position is 
highly visable to passersby. 

Seninsky’s one criticism of the 
Sente system was actually a compli- 
ment. He said that Hat Trick is doing 
so well on his route that there is no 
reason to buy new software for it. And 
because Mini Golf is a must, he will 
have to buy the entire system just to 
get Mini Golf. 

Discussing the Atari system, 
Seninsky advised changing Marble 
Madness to Indiana Jones. Saying 90 
percent of the players can’t get past a 
certain level on Marble Madness, he 
suggested placing the game in a new 
location on normal setting, dropping 
the setting to easy after one week, 
then droping to very easy after one or 
two more weeks, and then rotating the 
game to a new location and starting 
over. 


Seninsky praised the new joystick 
on Indiana Jones but said the screws 
holding the switches will strip out of 
their holes after being taken in and out 
a few times. He added that he hoped 
more System I games were in the 
works. 

Atari's System II Paperboy has 
several cold-solder joints in the high- 
resolution monitor, Seninsky said, 
advising that operators go over each 
one before bringing the monitor in for 
repair. He also pointed out problems 
in the tac welds on the steering 
assembly, which causes play in the 
steering. 

Seninsky said Konami’s Rush’n 
Attack is probably the best kit on the 
market. He said Konami boards are 
easy to troubleshoot because each 
can be swapped with other Konami 
boards (with the only difference in the 
control-panal wiring). 

“It took me a while even to realize 
that Exidy had a system,” Seninsky 
said, “because I never updated my 
Crossbows to Cheyennes because it 
was doing so well for so long. Now 
Combat may be the best of them all, 
great for high-traffic locations.” 

Because he feels the power supply 
is underrated, Seninsky’s advice on 
the game is to replace the entire power 


supply instead of fixing the original. 
Seninsky gave opinions on several 
games: “1942 is the most versitile kit 
avialable making money in gamerooms 
and bars; Merit’s Triv Wiz is great for 
most locations; Gauntlet is the best 
Gameroom piece around but will not 
last long on the street; Hang-On is a 
great gameroom piece, but for street 
locations, put it on difficult and price it 
at 25 cents (but don’t turn off your 
players); and on Comet, take out the 
mini post in the middle so players 
don’t stay on the game all day.” 


Jukebox licensing 

Walter Sampson and George 
Lanier of the licensing division of the 
Library of Congress Copyright Office 
spoke on how the new copyright 
agreement affects the jukebox indus- 
LEU, 

The Copyright Office is separate 
from the tribunal responsible for 
setting rates for compulsory licenses 
(jukebox licenses are one of four they 
handle) and for distribution of the fees. 
The office also is separate from the 
performing-rights societies respon- 
sible for enforcing of the law. The 
Copyright Office collects the license 
fees and works with operators to 
uphold the law. 


Jukeboxes licensed by states 


State Operators Jukeboxes State Operators Jukeboxes 


Alabama 
Alaska 
Arizona 
Arkansas 
California 
Colorado 
Connecticut 
Delaware 
District of Columbia 
Florida 
Georgia 
Guam 
Hawaii 
Idaho 
Illinois 
Indiana 
Iowa 

Kansas 
Kentucky 
Louisiana 
Maine 
Massachusetts 
Maryland 
Michigan 
Minnesota 
Missour! 
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379 
793 
818 
1,080 
7,025 
1,042 
593 
191 
207 


Mississippi 
Montana 

North Carolina 
North Dakota 
Nebraska 


New Jersey 
New Mexico 
Nevada 

New York 
Ohio 
Oklahoma 
Oregon 
Pennsylvania 
Puerto Rico 
Rhode Island 
South Carolina 
South Dakota 
Tennessee 
Texas 

Utah 

Virginia 
Vermont 
Washington 
Wisconsin 
West Virginia 
Wyoming 


New Hampshire 


883 
981 
1,740 


37 


Show-goers sample Digital Control’s latest games, Pacer Poker and Ghosts ’n 


Goblins. 


Wico displayed its vast selection of parts and supplies for the coin-op industry. 
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Sampson and Lanier talked about 
the new agreement between the per- 
forming-rights societies and AMOA 
on the compulsory license fee. The fee 
began in 1978 at $8 and rose to $50 a 
jukebox a year in 1984. AMOA began 
negotiations to reduce this fee. 

Lanier outlined the rebate feature 
of the agreement, which calls for $10 
rebates per jukebox in 1985 and 1986. 
In 1987, the rebate is linked to the 
adjusted royalty rate, and 110,000 
jukeboxes must be licensed. In 1988, 
registrations must be 115,000, and the 
rebate will be any amount of the fee 
over $60 a jukebox a year. 

Lanier said the performing-rights 
societies, not the Copyright Office, 
are handling the rebates. In 1985, the 
total rebates from the three perform- 
ing-rights societies total $890,000 and 
will be issued about November 1986. 

Lanier also discussed the trans- 
ferability feature of the agreement. 
Previously, operators were required 
to purchase a license for each 
jukebox, registering its serial number 
and make. Now an operator may 
purchase a license that can be applied 
to any jukebox. Lanier also noted that 
the new one-part certificate will take 
up the space of one title strip 
compared with two for the old 
certificate. 

Replying to operators asking 
about competitors who are not com- 
plying with the law, Lanier said, “We 
often receive lists with names and 
addresses of those not complying, and 
that is the only way we will know.” 

Lanier also mentioned that the 
Copyright Office has on file the names 
and addresses of all operators who 
have filled out applications for licenses. 
The list is available for $250 from the 
Copyright Office’s cataloging distribu- 
tion center. 

Lanier said the penalties for those 
failing to register jukeboxes can 
include a fine of up to $50,000 a song. 
“It is a simple fact that the law is the 
law, and as time goes on, it will be 
difficult for operators to claim they 
didn’t know about the law,” warned 
Lanier. Cases have been settled out of 
court, and the Copyright Office will 
pursue those who do not comply with 
the law. 

Laneir said either he or the Copy- 
right Office’s licensing specialist will 
answer any questions operators may 
have about the copyright laws and 
how they affect them. The Copyright 
Office’s number is (202) 287-8130. 


Video jukeboxes 
“About 500 of our video jukeboxes 
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are on location at this time, and that is 
the lion’s share by a considerable 
amount.” So Rowe International’s 
Director of Video Operations Michael 
Reinert discribed the status of the 
video-jukebox marketplace. 

For several years jukebox manu- 
facturers have been toying with the 
idea of combining video and sound. 
None of the efforts have succeeded. 
Still, Reinert and five other panelists 
spoke to a full house of interested 
operators at the AMOA seminar on 
the future of the video-jukebox mar- 
ket. 

According to Reinert and others 
there is a video-jukebox market to be 
exploited, but it is different than the 
one for traditional music equipment. 

“The location has to be appropriate 
for an entertainment center, not just 
background music,” Reinert explained. 


Reinert and John Nelson, presi- 
dent of Nelson-Aved Technoloaies, 
listed the most appropriate location as 
arcades, high-traffic singles bars, mili- 
tary locations, laundries, college 
Campuses, and some pizza parlors. 


“Generally, the target market is 35 
and under,” Nelson added. 

What seems to have spurred new 
interest in producing video juke- 
boxes—there were six on display at 
the AMOA—is the success of MTV 
music videos and the discovery of an 
appropriate use for videodisc tech- 
nology. 

Videodisc, or laser disc, has 
become somewhat of a dirty word in 
the coin-op industry. It brings to mind 
overpriced video games that brought 
operators little other then maintenance 
headaches. But when it comes to the 
music box, the stunning audio and 
clear video that videodisc offers just 
might make it, as Nelson told his semi- 
nar audience, “the right technology, 
just as MTV is the right product.” 

Not all video jukeboxes are created 
with videodisc, however. The Rowe 
Video/Music Entertainment Center 
employs videotape, because, Reinert 
said, “We don’t feel that the volume of 
production that we anticiapte can be 
adequately done by any disc manufac- 
turer in the United States.” 

There are several factors that have 
been keeping video jukes off location, 
not the least of which is price, which 
averages about $7,000 to $8,000. But 
just as significant is the lack of avail- 
able music caused by the inability to 
get rights for video-jukebox play from 
recording artists or their agents. 

“Recording companies must obtain 
rights for commercial exploitation 
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Movie Hut’s several offerings for kids were 
Vend-A-Sticker, Fun Chicken, Sticker 


Store, and a robot that dispenses stickers. 
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Hoop Shot! by Doyle & Associates is a 
basketball-throwing game. The company 
also showed Batter Up!, a baseball-batting 
game. 


from the artists,” said Reinert. “It’s 
different from MTV, which is con- 
sidered promotional use.” 

Reinert reported an improving 
exploitation-rights situation with 
several recent signings including such 
popular artists as Lionel Richie. 
Artists like Michael Jackson, Billy 
Joel, Bruce Springstein, and Mick 
Jagger, however, are still unavailable. 

“Our biggest problem in trying to 
get these rights established is that 
some people are using clips illegally,” 
Reinert lamented. 


Confusion still surrounds licensing 
requirements for the boxes. Accord- 
ing to Reinert, three licenses are 
necessary—video rights, synchroni- 
zation rights, and performing rights—— 
the first two of which are handled by 
the manufacturer. The question of 
what kind of performing rights a video- 
jukebox operator is responsible for 
obtaining, however, has not yet been 
answered. 

“It may be a different licensing 
situation than for traditional juke- 
boxes,” he mentioned. But for now, 
Reinert suggests, operators of video 
jukes should register them in the same 
way they do traditional boxes. 


Video jukebox vendors are hesi 
tant to make predictions on antici- 
pated penetration levels, but Reinert 
suggested there could be 5,000 on 
iocation within the next two to three 
years, perhaps 50,000 to 60,000 within 
a decade. Reaching those goals will be 
dependent on whether manufacturers 
can overcome the thorny problems 
that still exist. 


Cigarette vending 

The surgeon general’s goal of a 
smoke-free society by the year 2000, 
high taxes, and groups forming to ban 
smoking have hit cigarette vendors 
pretty hard. 

This was the backdrop for a semi- 
nar entitled “Cigarette Vending for 
Profit” presented by Jon Hennessey, 
Philip Morris assistant director of 
sales planning; Michael Shaw, R.d. 
Reynolds national vending sales man- 
ager; and Irv Otte, Brown & Williamson 
director of vending; and moderated by 
Roger Mozingo, vice president of state 
activities for the Tobacco Institute. 


Mozingo told the group of about 
100 attendees that no matter what 
problems cigarette vendors have, 
politics will be a bigger part of their 
business in the future. 

The Tobacco Institute is actively 
involved in fighting adverse legislation, 
which he said is occuring more fre- 
quently. In 1984, he expalined, there 
were 52 bills proposed in 24 states 
adversely affecting smoking, and five 
of those were adopted. In 1985 there 
were 116 adverse bills proposed in 37 
states, and 15 of those were adopted. 
Predictions are that even more anti- 
smoking legislation will be adopted in 
1986. 

R.J. Reynolds’s Shaw showed the 
audience a picture of cigarette vend- 
ing’s humble beginnings—the Silver 
Comet, which vended a single ciga- 
rette for one penny. (Cigarette vend- 
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IDEA has several new products including Idea Ball and a new version of its 
electronic dart game. 


ae 


Mobile Records representatives Debbie Campbell (right) and Ted Howell (glasses, 
left) from Pittsburgh with singing star Judy Rodman talk with customers. 
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ing since has grown into the $2 billion 
industry, according to Morinzo, and 
cigarette vending accounts for 12 
percent of all vending.) 

Into the 60s and through the ’70s, 
Shaw said, vendors could choose 
from among 63 brands. It was rela- 
tively easy for vendors to stock 
machines with about every brand 
available. He pointed out that 
cigarette brands now total 240, 
making it more difficult than ever to 
stock machines. He said that more 
than three million people will have to 
choose their second choice of brands 
from a vending machine, and 43 
percent will go elsewhere if a machine 
doesn’t have their brand. 

Considering these figures, Shaw 
emphasized the need for operators to 
use demographic loading. The opera- 
tor must know his area and clientele to 
load his machines properly. 


Otte of Brown & Williamson 
talked about generic brands and their 
place in vending machines. Brown & 
Williamson introduced the generic 
brand in 1980 amid speculation that 
generic brands would never work. 
But, Otte said, this is a consumer- 
driven market, and people now are 
more willing to pay less for generic 
brands, which will have a place in the 
vending market. He pointed out that 
cigarette vending has changed very 
little despite higher taxes and adverse 
legislation. 

Because previously there was little 
cigarette price difference between 
retail stores and vending machines, 
people didn’t think twice about pur- 
chasing cigarettes from a machine. 
But the price difference is widening, 
and every time there is a price 
increase (usually because of legiala- 
tion), vending sales drop. Otte 
showed a chart indicating that weekly 
pack sales per machine has dropped 
from 96 in 1979 to 67 in 1984. The drop 
IS a good reason, he said, to stock 
generic brands in machines. To do so 
requires machines that can handle 
dual pricing. He stressed that dual 
pricing is imperative for cigarette ven- 
dors to earn their share of revenue. 
The cost difference between generic 
and name brands is about 25 cents. 


Philip Morris’s Hennessey re- 
emphasized that cigarette vendors are 
the most adversely affected when 
smoking bans are placed in key loca- 
tions because that’s usually where the 
machines are. “There is no use having 
a cigarette vending machine in a 
restaurant if a customer can’t smoke 
in there,” he said. 
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Open-mike forum 

Several manufacturers addressed 
more than 350 people in an open-mike 
forum and then fielded questions from 
operators. Bill Cravens of Nintendo, 
Bob Lloyd of Data East, John Rowe of 
Romstar, Joe Dillon of Williams, Ben 
Har-El of Konami, and Bob Fliday of 
Bally participated in the seminar. 


Fliday stressed that operators 
must make money or no one does. He 
said that there is a glut of dedicated 
games, and the industry is just 
scratching the surface on kits and 
systems. 

He said the equipment in Bally’s 
Aladdin’s Castles is 78 percent dedi- 
cated, 14 percent conversion, and 
eight percent systems. He added that 
of the top 20 games, some are dedi- 
cated and some are kits. “Manufac- 
turers are looking at both. They are 
being more selective. All have a place 
in the industry.” 

Fliday also said that operators 
must buy properly, check games thor- 
oughly (there is information available 
On game testing), have return-on- 
investment Knowledge, know over- 
head costs, study the market and 
research demographics on locations, 
and stay within a budget. 


Lloyd talked about the expertise of 
Operators in business today. “I was 
awed by the years of operator experi- 
ence | have seen at this show,” Lloyd 
said. “Another positive aspect is that 


Players must answer trivia questions to get their Xs or Os in 
Merit’s Tic Tac Trivia, a variation of Tic Tac Toe. 
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the total number of machines is down 
a little, resulting in better profit for 
those out there.” 

Lloyd talked about the extensive 
testing of games, saying, “The days 
are gone when an operator with 25 
locations buys 25 games. We don’t 
expect that anymore. But we must 
have good, well-tested product.” 

Lloyd discussed research and 
development and explained why Data 
East has chosen to introduce only 
dedicated games. “The industry is 
driven by research and development,” 
he said. A game may start out as a 
great idea, but if it is never brought to 
market, the research and develop- 
ment costs are just as great as fora 
game that does come out. Acompany 
may recoup some of its investment in 
a game by introducing it asa kit that an 
operator may be willing to buy as a kit 
but not as a higher-priced dedicated 
game. 

Lloyd gave the following as rea- 
sons Data East is selling only dedi- 
cated games: to fund research and 
development, to present 10 games pro- 
perly, just as hit movies are shown in 
selected theaters: to address the 
copy-game problem (attorneys advised 
that if kits appeared on the market 
they would obviously be copies); and 
to maintain the resale value of 
dedicated games. He said Data East is 
limiting its production runs on its 


games with resale value in mind. “It is: 


hard to know when to turn it off, and 


Universal. 


Universal USB dee 


Universal U.S.A.’s general manager Mac Suita (sitting) talks 
about the industry as crowds look at new products from 


it’s a hard decision when you feel you 
could force out 1,000 more games, but 
we will have no close-out prices, so 
Our production will be limited,” he 
sald. 

Romstar’s Rowe emphasized the 
player in the scheme of things, saying, 


“The player is still our ultimate cus- 


tomer. We talk to them and relay the 
information to our designers. The 
number of kids is increasing, so our 
customer base is expanding; 1985 is 
an important year for everyone.” 


Har-El of Konami disagreed with 
Lloyd’s analogy of putting out kits 
because the game wasn’t a 10. After 
naming several 10 games Konami has 
introduced, including Yie Ar Kung Fu, 
Track & Field, and Time Pilot, he said, 
“We are dedicated to the industry.” He 
said Konami has 200 research and 
development engineers in Japan pro- 
ducing games that rate 10s. Har-E] did 
agree that production runs should be 
cut short to prevent the market from 
being flooded. 


Cravens of Nintendo outlined Nin- 
tendo’s plans for system software. 
“We have negotiated with other 
manufacturers to develop software for 
our systems to expand operators’ 
library of games,” he said. Cravens 
also addressed the question of Nin- 
tendo’s introducing a consumer pro- 
duct and assured operators that Nin- 
tendo was not neglecting the coin-op 
industry. e 
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Operators turning to 
computers for help 


“We have a screen display 
for each game that shows 
the location and the entire 
year of collection history.” 


“Most people will see a 
sale and buy hardware, 
which is ridiculous, 
because hardware 
means nothing if you 
don’t have a software 
package that will give 
you what you want.” 


“Along with running the 
vending and amusement 
routes, I can just go over 
to a half dozen stores 
and pick up IBM or IBM- 
compatible programs 
that'll do anything I want.” 


42 


By George Sigler 


“It’s like night and day.” 

That’s how David Allen of Hut- 
chinson Vending and Amusement in 
Hutchinson, Kan., began to describe 
the difference computerized route 
management has made in his busi- 
ness. 

“We always had a rough idea of 
how things were doing, but we had to 
wait until we got information back 
from the accountants. We were hand- 
posting all of our collections, and we 
could look at ledgers and see this 
week’s collections and the previous 
week’s collections. With this software, 
we can pull up information on a whole 
quarter or pull out all the phonographs 
and see how they’re doing for a parti- 
cular week, month, or quarter. We 
couldn’t do that easily on a manual 
basis, but it takes just a minute or two 
with a computer. We love it.” 

While computers have been 
around for decades, it is only in the 
past five years or so, with the develop- 
ment of powerful and relatively inex- 
pensive personal computers, that the 
use of computers has become wide- 
spread in businesses of all kinds and 
sizes. 

But a fact many computer buyers 
have learned the hard way is that what 
a computer can do for your business 
depends on the software program that 
tells the computer what to do. 

Alan Kronenberg, president of 
Compu-Vend, a five-year-old New 
Orleans company that has sold more 
than 100 comprehensive software 
packages written specifically for ven- 
dors, said 25 percent of his customers 
had previously bought computers but 
had given up trying to use them after 
only a few hours of running time. 

“Most people will see a sale and 
buy hardware [the computer itself and 
accessories], which is ridiculous,” 
Kronenberg said, “because hardware 
means nothing if you don’t have a soft- 
ware package that will give you what 


you want.” 

Compu-Vend’s software is appli- 
cable to amusement routes as well as 
vending routes, and, according to 
Kronenberg, amusement operators 
often are among the hardware-wise 
and software-foolish. “In games,” he 
said, “so many of the repair personnel 
have worked in the computer indus- 
try, and they’re the first ones to go buy 
hardware. But they know nothing of 
the software industry or how to keep 
the software running.” 

Over-the-counter general busi- 
ness software, such as database- 
management, spreadsheet, account- 
ing, and word-processing programs, is 
available from computer stores at 
prices starting lower than $100. 
According to Kronenberg, about half 
his customers initialy try to use an 
inexpensive all-purpose database pro- 
gram to track their routes. 

Many who began buy trying to tai- 
lor a program to their needs, he added, 
“went to our system because they 
outgrew what they were trying todo. It 
was nice when a guy could spend an 
hour playing with it, but alot of us over 
the past few years have had to go back 
to work and don’t have the time to 
play with it.” 

Jack Burton of Kwik Kafe of Idaho 
in Boise, who operates “300 to 400” 
amusement machines and is a cus- 
tomer of Kronenberg’s, said he 
decided against trying to adapt 
general software because “we don’t 
have the expertise, and we’re too 
busy.” He added that no other opera- 
tors he knew had done so successfully 
and inexpensively. 

Allen, however, believes he has 
developed a good route-tracking 
system using an over-the-counter 
database program called PFS File and 
its accompanying report-writing pro- 
gram, PFS Report. And according to 
Allen, who uses Compu-Vend’s soft- 
ware package to manage his vending 
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routes, the system “is working great. 

“We have ascreen display for each 
game, sorted by game or game num- 
ber, that shows the location, and then 
the entire year of collection history,” 
he said. “As we make a collection, our 
bookkeeper posts it to this one parti- 
cular screen for this game so that 
when we call it up we can see the col- 
lection history for the whole year to 
date.” Allen said he can print or dis- 
play on the computer screen reports 
on all the games or sort them in any 
combination—by location, area, cus- 
tomer, type of customer, type of 
machine, or “anything that you can 
think of.” 

Allen had “very little” computer 
experience when he decided to com- 
puterize his business. After putting his 
vending routes on computer using 
Compu-Vend’s system, he decided to 
try some other software for his amuse- 
ment routes, which he said consist of 
about 700 machines. 

Allen looked at the PFS programs 
at a local computer store and then 
examined reports generated by some 
route-management software being 
used by other amusement operators. 
“Tl could see that I could get exactly the 
same reports from a $250 investment 
[the cost of the PFS programs] anda 
little bit of time setting it up, compared 
to what they were paying $2,000 for.” 

New Jersey operator and distribu- 
tor Frank Seninsky, who writes 
Frank’s Cranks for Play Meter, is 
another who has put together a com- 
puterized route-management system. 
Unlike Allen, Seninsky had computer 
experience—he was a computer- 
science minor in college—and could 
program for himself. Nevertheless, 
Seninsky said an operator working 
with a personal computer and a 
simple, inexpensive software program 
(VisiCalc) can create a good tracking 
system. 

Ed Trujillo, vice president of 
Dolphin Software, Ltd., which, like 
Compu-Vend, sells a comprehensive 
software package designed for ven- 
dors, says he has “encountered a 
couple of people that were trying to 
develop software on their own, but the 
software they did develop was too 
hard to do, there were too many com- 
plexities.” 


Kronenberg, who has “15 or 20” 
customers whose amusement routes 
are larger than their vending routes, 
said that while over-the-counter soft- 
ware will “provide you limited informa- 
tion, to tie the whole package together 
and interface it with an accounting 
system takes a bit more time and 
expertise than most operators have.” 

More than just a system for track- 
Ing equipment and locations, Compu- 
Vend’s software, he said, provides as 
many as 44 reports, including sales- 
tax, commission, profit-statement, 
depreciation, payroll, and over/under- 
analysis reports. 

Trujillo echoes Kronenberg, say- 
ing Dolphin’s program, pCvendor, 
isn t a spreadsheet or a database pro- 
gram, although it does manipulate 
databases. “I guess a person probably 
would prefer to use a program like this 
because it gives him specific informa- 
tion about route accountability, it can 
write checks, it can print out specific 
reports, he said, adding a long list of 
other Dolphin features and explaining 
that to get the same thing using 
general software “you would really 
have to do some bending and 
twisting.” 

After deciding to use a specialized 
software package for his amusement 
and vending routes, Kwik Kafe’s 
Burton considered another company 
before Compu-Vend. But the soft: 
ware, he said, required a larger, more 
expensive computer than a personal 
computer. The software from Compu- 
Vend (and the since-established 
Dolphin Software) runs on an IBM 
personal computer or an IBM-com- 
patible, and, Burton said, that’s “what 
sold me on it.” 

He explained that with a personal 
computer running Compu-Vend’s 
software, “along with running the 
vending and amusement routes, I can 
just go over toa half dozen stores and 
pick up IBM or IBM-compatible pro- 
grams that'll do anything I want.” 

While Burton is managing his 
vending routes using the Compu- 
Vend system, he is waiting for system 
updates (announced by Kronenberg 
at the National Automatic Merchan- 
disers Association show in October) 
to be installed before adding his 
amusement routes. 


With the system updates, Burton 
said, the software “will do everything 
that we want it to do. We have 
watched and hoped we could get 
something that could do it (compu- 
terize routes), and this is the first one 
that’s really come up with the right 
answers as far as we’re concerned.” 

Compu-Vend and Dolphin Soft- 
ware are two of only five companies, 
according to Kronenberg, competing 
for vending-software business. Dol- 
phin was establshed in Albuquerque, 
N.M., about three months ago, five 
years after the company’s president, 
Michael Rutherford, wrote a program 
for a vendor in Syracuse, N.Y. Through 
word of mouth, other vendors heard of 
the software and asked Rutherford to 
write programs for them. Trujillo said 
the current program is several genera- 
tions ahead of the first and consists of 
25,000 lines of code. 

Compu-Vend was begun about 
five years ago, after Kronenberg, him- 
self a vendor, designed a program 
from scratch for his business. Publi- 
city brought inquiries from other ven- 
dors, and the business grew through 
referrals. Now Compu-Vend offers 
hardware (IBM and Radio Shack per- 
sonal computers and an IBM System- 
36 computer) as well as the software, 
training, system updates, and manage- 
ment consulting. 

The five companies haven’t tapped 
even 25 percent of the market of 
vendors and amusement operators, 
Kronenberg estimates, adding that he 
questions whether many potential 
customers have set up satisfactory 
systems of their own. But with the 
growth of companies like Compu- 
Vend, the increasing sophistication of 
over-the-counter software, and the 
availability of personal computers 
whose prices seem to fall as their 
power increases, the computerization 
of coin-op management seems inevit- 
able. 

Whether a full-blown management 
system costing upwards of $20,000, a 
$1,500 personal computer with 
adapted over-the-counter software for 
route tracking, or something in 
between, some kind of computer 
system apparently will soon become 
as much a part of amusement oper- 
ating coin boxes and screwdrivers. ® 


“To tie the whole package together takes more time 
and expertise than most operators have.” 
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Poll Information 


The following are rankings of the top games in the coin-operated amusement industry. The 
games are ranked according to an index formulated from a regular survey of operators of coin- 
operated amusement equipment. Games not appearing on this poll either (1) did not generate a five 
percent response or (2) did not rank among the top 50 games in the country. The games are further 
identified by their general equipment classification type: Video, Pinball, and Novelty. The average 
index rating for all surveyed games for this individual survey was 69. 


Top Ten Games of November 15 Issue 


Index Index 
Game/Manufacturer Rating Game/Manufacturer Rating 
1. Hang-On/Sega ................. 248 5. Paperboy/Atarl................. 119 
2. Temple of Doom/Atari.......... 14] 7. Commando/Data East.......... 114 
3. Demolition Derby/Bally Midway 140 8. Eight Ball Champ/Bally Midway 111 
4. Comet/Wiliams................ 133 9. Sorcerer/Williams.............. 108 
5S. Trivia Whiz/Mert............... 119 10. Space Shuttle/Williams ........ 102 
Game/Manufacturer Nov.15 # £Nov.1 Oct. 15 Oct. 1 Video Pinball Novelty 
1. Hang-On/Sega 248 — 200 oo & 
2. Temple of Doom/Atari 14] 239 180 _— ® 
3. Demolition Derby/Bally Midway 140 134 155 183 e 
4, Comet/Williams i133 153 — — 2 
5. Trivia Whiz/Merit 119 118 104 114 @ 
5. Paperboy/ Atari 119 196 15] 138 8 
7. Commando/Data East 114 126 174 143 ® 
8. Eight Ball Champ/Bally Midway 111 112 — — 2 
9. Sorcerer/Williams 108 79 95 103 ® 
10. Space Shuttle/Williams 102 85 100 116 e 
11. Kung Fu Master/Data East 100 114 14] 119 e 
12. Hogan's Alley/Nintendo 99 103 121 129 & 
13. Magmax/Nichibutsu 96 107 83 156 e 
14. Duck Hunt/Nintendo 93 102 lis 108 e 
15. Spy Hunter/Bally Midway 86 100 96 105 ce 
15. Ice Fever/Premier 86 — 80 76 ® 
17, Cheyenne/Exidy 85 94 101 igo 6 
17. 1942/Romstar 85 9 97 129 # 
19. Chicago Cubs Triple Play/Premier 83 95 83 98 2) 
20. Pole Position II/Atari 82 8] 100 88 © 
20. 10-Yard Fight ‘85/Memetron 82 60 a7 68 e 
22. Firepower/Williams 79 63 70 74 ® 
23. The Empire Strikes Back/Atari its 62 — — * 
24, Yie Ar Kung Fu/Konami 76 86 76 88 6 
25. English Mark Darts/Arachnid 74 68 45 59 e 


NOTICE: The sole purpose ofthis survey is to determine on a regular basis the top performing games in the country. 
Any attempt to use the results of this survey for any other purpose is unauthorized, wrongful, and misleading. 
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Game/Manufacturer Nov.15 Nov. 1 Oct. 15 Oct. 1 Video Pinball Novelty 
26. Marble Madness/ Atari 73 87 86 69 e 
27. Karate Champ/Data East 72 92 112 102 * 
28. Crossbow/Exidy 69 103 66 99 * 
29. Kings of Steel/Bally Midway 68 67 53 48 e 
29. Samurai/Magic 68 7\ 3 65 * 
31. VS. Excitebike/Nintendo 65 72 70 78 8 
31. Black Pyramid/Bally Midway 65 — 59 59 * 
33. Cobra Command/Data East 64 88 134 95 e 
33. Eight Ball Deluxe/Bally Midway 64 15 87 70 e 
35. Pole Position/Atari 63 76 79 89 e 
35. Two Tigers/Bally Midway 63 94 68 72 ° 
37. VS. Golf/Nintendo 62 79 95 72 e 
38. Return of the Jedi/Atari 61 57 54 55 e 
39. Super Basketball/Konami 57 50 54 58 * 
40. Triv Quiz II/Status Games 56 75 50 6] e 
41. Tapper/Bally Midway 55 43 48 46 e 
42. Little Casino III/Digital Controls 54 — — 40 ® 
42. Punch-Out!!/Nintendo 54 71 76 83 * 
42. Laser Cue/Williams 54 52 61 50 * 
42. Ice Climber/Nintendo 54 54 50 7] * 
46. Triv Quiz/Status 53 — — a2 ® 
46. Elevator Action/Taito 53 52 53 58 ® 
48. Crown's Golf/Kitkorp 51 88 —_ 78 ® 
49. Champion Baseball/Wico 50 47 52 50 e 
50. Dragon's Lair/Cinematronics 49 46 42 43 ° 
50. Video Trivia/Grayhound 49 63 99 75 a 
50. Vulgus/Romstar 49 59 36 37 * 


50. Do! Run Run/Universal 49 46 42 44 e 


Irving L. 
Blackman 


Loophole brings capital gain 


With all. the ballyhoo about tax 
reform these days, keep your fingers 
crossed that Congress overlooks one 
business tax loophole. Although land 
and depreciable personal property 
used in your business are excluded 
from the definition of capital assets, a 
tax break made specifically for busi- 
ness makes it possible for those assets 
to get capital-gain treatment when 
sold or exchanged at a profit. The 
break also gives you ordinary loss 
treatment if the same assets are sold 
or exchanged at a loss. 


Here’s how this wonderful tax 
loophole in Section 1231 works. Add 
up your total losses and gains for the 
year from the sale or exchange of 
business assets held more than six 
months. If the total yields a gain, it is 
treated as a long-term capital gain and 
grouped with your other capital gains 
and losses. If the total nets a loss, it is 
treated as ordinary loss, which is 
deductible against ordinary income. 


For example, suppose in the same 
year you sold a building and some 
vacant land (both business assets) 
after holding them more than six 
months. The sale of the building 
results in a $50,000 gain, the land ina 
$10,000 loss. The net gain of $40,000 
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($50 ,000-$10,000) is treated as a long- 
term capital gain. To reverse the situa- 
tion, if the building was sold at a 
$50,000 loss and the land at $10,000 
gain, the $40,000 net loss would be 
deductible as an ordinary loss. It’s like 
having your tax cake and deducting it 
too. 

To gain 1231 treatment, the assets 
must (1) be used in your trade and 
business, (2) be held for more than six 
months, and (3) not be inventory or 
property held primarily for sale to cus- 
tomers. The usual kinds of eligible 
assets are land and depreciable pro- 
perty (although certain amortized 
intangibles such as patents can also be 
eligible). 

One warning: Section 1231 con- 
tains two recapture traps. The first 
deals with recapture of depreciation 
taken on personal property (Section 
1245) and real estate (Section 1250) 
sold in Section 1231 net-gain years. 
The second, effective for tax years 
beginning with 1983, is a five-year 
look-back provision that reduces the 
current year’s Section 1231 net gain 
by recapturing Section 1231 net losses 
taken in the previous five years. 

Here is an example of how the 
recapture trap is sprung: in 1985 you 
realize a net Section 1231 gain of 


$30,000 by selling machinery. This 
triggers a Section 1245 depreciation 
recapture of $9,000. You also have 
Section 1231 losses of $7,000 from 
1983 and $6,000 from 1984. Your 
Section 1231 gain for 1985 is calculated 
as follows: 


Total Gain $30,000 


Section 1245 

Depreciation Recapture $9,000 
Section 1231 

Loss Recapture 


1983 7,000 

1984 6,000 
Total ordinary Income 22,000 
Long-Term Capital Gain $ 8,000 


This double recapture trap— 
depreciation and five-year look- 
back—requires you to do careful 
planning every time you want to sella 
Section 1231 asset. Always get profes- 
sional help. 

A final word: President Reagan’s 
tax-reform proposals would eliminate 
Section 1231 benefits for depreciable 
property used in a trade or business 
while continuing it for land. Keep your 
eye on this important developing 
story. e 


Be ready to lose bonus game 


Do you wait until near the end of the 
year, estimate your profits, and then 
decide the amount of your bonus? It’s 
bigger in a good year and smaller in a 
bad year, isn’t it? If that’s how you play 
the year-end bonus game you are 
living dangerously. And it doesn’t 
make any difference how long you 
have been doing it—get caught and 
you are in tax trouble. Chances are 
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you will lose if challenged by the IRS. 

Here’s the story of someone who 
got caught and lost in court (Bruce Oil 
Company TCM 1984-230): The 
taxpayer was the sole shareholder and 
president of eight corporations, each 
of which paid him a salary. In addition, 
each corporation paid him a substan- 
tial bonus at year-end along with some 
travel and entertainment expenses. 


None of the corporations ever paid 
dividends. 

Okay, you be the judge. Are those 
year-end bonuses compensation or a 
distribution of profits? The court 
nailed this taxpayer for dividends, 
holding both the bonuses and expenses 
were nondeductible dividends. This is 
just one more ina long line of cases in 


which the IRS has clobbered its 
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opponent in the year-end bonus game. 
Can this game of setting compen- 
sation according to profits be won? 
Yes. Here are two wavs. 
One: Early in the year, document 
in the corporate minutes the amount 
of compensation and the services you 


will render to deserve it. Set the com- 
pensation high rather than low, then 
take a smaller weekly salary. Say you 
take $1,000 a week after setting a 
$100,000 salary for the year. If things 
work out, great—take the $48,000; if 
not,then waive all or a portion of the 


$48 000. 

Two: Elect S corporation status. 
Then the bonus amount 1s moot 
because all corporate profits are tax- 
able to you anyway. You can take all 
the profits in cash without fear of an 
IRS attack. « 


IRS raises mileage allowance 


If you are tired of keeping records 
of the actual expenses you pay for the 
business use of your car, take heart. 
Taxpayers also are allowed to use an 
optional mileage allowance when cal- 
culating such expenses. If you use the 
optional method, keeping expense 
records is unnecessary. Instead, you 
calculate your mileage and use the IRS 
mileage allowance, which has been 
raised from 20.5 cents in 1984 to 21 
cents in 1985. 

The 21-cent rate is for the first 
15,000 miles travelled. Any more mile- 
age is allowed 11 cents a mile. All you 
need do is keep track of your business 
miles. Here’s an example. 

William Lowman travels by car 

selling machine parts. He is tired 


of keeping records of gas 
receipts, repairs, and mainte- 
nance. William stops keeping 
records of his actual expenses in 
June 1985. He only keeps track 
of business miles—27,300 by 
December 31, 1985. He cal- 
culates his automobile expenses 
deduction as follows: 


15,000 x $0.21 =$3,150 
12,300 x $0.11 =$1,353 


Total $4,503 


In addition to the mileage deduc- 
tion William can deduct 100 percent of 
his business tolls and parking. 

The 21-cents-a-mile allowance 1s 
downright niggardly. Take advantage 


of it only if you have neither the time 
nor inclination to keep expense 
receipts, or if past practice has proven 
that your actual expenses are not 
more than the allowance. If your 
expenses are more than the allowance, 
you have to decide if the reduced 
record-keeping (mileage only) is worth 
the lost tax dollars resulting from the 
smaller deduction. e 


Irving L. Blackman is a CPA special- 
izing in taxation and closely held bust- 
nesses. A partner in the firm of 
Blackman, Kallick & Co., Ltd., he will 
consult with readers of his column. 
Write him at 300 South Riverside 
Plaza, Chicago, IL 60606, or call (312) 
207-1040. 


LET US BE YOUR DRUMMER! 


‘ote YOUR ADVERTISEMENT TODAY! 


: 504/488-7003 


8 ar) 


7 i< A . 

” ese REARS. 
tid. JAF yw By | ~ 

a a oh : 


PLAY METER, November 15, 1985 


bh 
NI 


FRANK'S 4 
CRANKS 


00 


Seninsky 


By 
Frank “The Crank” 


A review of the AMOA seminar 
“Systems/Trivias/Conversions” 


Part | 


To the 175 operators who attended 
the session: I hope you got as much 
from it as I did. Anytime you get that 
many operators together in one room, 
tremendous learning is bound to take 
place. I will try to recreate what was 
discussed. 


Trivia games: 
as conversions, as systems 

Question: Whee is Trivia Valley? 
Answer: Within a 90-mile radius of 
New York City are located most of the 
major trivia-game manufacturers who 
have captured almost all of the world 
trivia market. In this metropolitan 
pocket are five of the most competi- 
tive game manufacturers, all of whose 
roots began in video card games: 
Merit, Grayhound, Kramer, Status, 
and SMS. The world sits back and 
waits for one of these game makers to 
come up withanewconcept, and each 
tries to top the other. The trivia mar- 
ket is so large that each company 
benefits from the combination of ideas 
from the others. The amusement 
industry, of course, benefits as well. 
Bally Sente and P.G.D. (music trivia), 
both based in California, are also well 
recognized manufacturers of trivia 
games. Exidy’s Fax and Fax II were 
not forgotten, although some opera- 
tors have used the Fax cabinet as a 
conversion for one of the other trivia 
kits because for some strange reason 
Exidy chose not to update its ques- 
tions. 

As an operator, I view trivia as a 
system concept. The ability to change 
questions, categories, and game- 


theme variations (Reflex, Tic-Tac- 
Toe, Hangman), makes trivia the 
ultimate adult coin-op game concept. 
With several new concepts already 
in development (all confidential at 
present), I am confident operators 
will be able to operate trivia-type 
system games profitably for years to 
come. I have been open-minded in 
evaluating each model, and of the 125 
trivia games on my route currently, 
each of the above-named manufac- 
turers has received some of my hard- 
earned dollars. At the end!’ll tell which 
manufacturers I feel offer the best 
value, although it’s hard for an opera- 
tor to go wrong whichever model he 
chooses. My best advice is to look at 
them all. 

Merit—I listed this manufacturer 
first only because its Triv Whiz I, II, 
and II] have been earning slightly more 
than their competitors’ games, but 
only in high-traffic locations. In less- 
trafficked locations, it is my experience 
that most of the trivia games earn 
about the same each week. It makes 
sense also to consider the price of 
updating. 

Merit did a phenomenal job of 
marketing Triv Whiz because opera- 
tors were convinced that the more 
questions a game had, the more it 
would earn and the less often ques- 
tions would have to be changed. To 
change a Merit game’s questions initi- 
ally was a costly undertaking. Ques- 
tion-pack updates cost from $200 to 
$350, depending on which model you 
wanted to go to. I feel Merit trivia cap- 
tured alarge market share because (1) 


the betting system is simpler, enabling 
the player to decide what to do more 
quickly (4, %, or all); (2) the questions 
are easy to read and, usually, very 
contemporary; (3) the kit can be 
ordered for either horizontal or 
vertical games and installed in two to 
three hours; (4) 15,000 questions are 
in each game; (5) the kit is compatable 
with any type of sinc monitor system 
(with the piggy-back mode). Note that 
the Merit is not compatable with the 
Sanyo 13-inch monitor found in some 
poker and Centuri cabaret games. 
You will get a fold-over in the 
horizontal section and won’t get the 
picture to lock in. There is no known 
solution yet, so avoid this; (6) Merit 
came out with a plug-in kit to change 
SMS poker and Grayhound poker 
games to its trivia game. As I said, 
competition is fierce. 

You currently can update Merit 
categories for $50. With all this going 
for Merit, operators were disappointed 
that the new Tic-Tac-Toe trivia, which 
looks great, is not asatellite update for 
the Merit games, but a dedicated 
model. What a shame! But I’ll buy it 
anyway. 

Grayhound Electronics—From 
the very beginning, Grayhound has 
been committed to developing and 
improving its mother-board and satel- 
lite-board system. Grayhound’s Video 
Trivia can be updated from any of its 
video card games by modifying the 
mother board and buying a new satel- 
lite board (the total update cost is 
about $300). Grayhound believes that 
it's more important to change the 
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categories and questions, at least ona 
monthly basis, than to pack many 
extra thousands of questions (of the 
same category) into a game. Even so, 
the company has updated its category 
chips from 128K to 256K, thus approx- 
imately tripling the number of ques- 
tions per category. 


Grayhound captured a large world 
market share because (1) the cost of 
its games is low and the cost of chang- 
ing questions and categories is only 
about $12 a category; (2) the company 
has a current library of more than 100 
categories; (3) the game has been 
improved to reflect the best features 
of competitors’ winners and incorpo- 
rate new ideas—the betting system 1s 
now ¥, %, or all; the question spacing 
and format now makes reading easier; 
by adjusting the electronic dip switch, 
the screen can be set on horizontal, 
vertical, or cocktail mode; and new 19- 
inch UR and 13-inch cabaret models 
have been introduced; (4) the new 
Reflex trivia will be sold as a satellite- 
board update for the Video Trivia 
system—a real savings for operators 
and further indication that company 
management is really committed to 
the system concept; (5) Grayhound 
offers a free satellite board with the 
purchase of a game or kit and a five- 
category monthly updating contract 
of only $60 a month (geared to opera- 
tors smart enouah to see the benefit of 
changing their categories and ques- 
tions at least monthly—Trust me, it 
works!); (6) the system can generate 
graphic advertising that gives a loca- 
tion owner another reason to want 
this model of trivia or whatever theme 
variation is offered by Grayhound. 

Kramer—It’s a shame LA Trivia 
was a latecomer because this game is 
earning as well as any other trivia. 
Kramer took the bold step to bring 
together a Fortune 500 company in 
Anheuser-Busch with the coin-op 
industry. The possibilities for promo- 
tions are endless, with any and all 
being a blessing for our entire indus- 
try—manufacturers, operators, and 
distributors alike. As I wrote two 
articles ago, this advertising concept 
has opened the door for all system- 
game manufacturers to seek adver- 
tising revenues aggressively. 


Kramer has LA Trivia Challenge 
Tournament packets that include 
large tournament posters, sign-up 
sheets, advertising literature, rules, 
and a tournament format. I use these 


to conduct about 200 college trivia 
tournaments. The cost of a tourna- 
ment kit is only a few dollars. It’s a 
great idea even if you hold the tourna- 
ments with other models of trivia. It’s 
all designed to help promote trivia 
games, which is what Trivia Valley 
wants and operators need. 


Kramer has added features to its 
game that make it optimal for tourna- 
ment play: 

The Honor Roll lets players enter 
their entire names so tournaments 
can be held without location staff 
nearby. A special anti-dirty-words 
program is part of the honor roll that 
keeps players from entering obscen- 
ities on the screen. This is admired by 
large corporations, but between you 
and me, it’s also a lot of fun trying to 
see if the game will accept certain 
words or phrases. I spent more money 
trying this than playing trivia. 


Up to five players can play at once, 
with questions alternating to all 
players. 

Kramer’s direct approach of mar- 
keting LA Trivia by having thousands 
of Anheuser-Busch salesmen hand 
out Kramer literature actually helped 
all the trivia manufacturers in the long 
run. 

Status—The Triv Quiz I, II, and III 
also have made their niche in the trivia 
marketplace. Status was probably the 
first manufacturer to pick up on the 
endless possibilities of video trivia 
using the current technology. Status 
trivias contain about 3,500 questions 
each, and there currently are 28 ver- 
sions. Complete satellite updates cost 
about $225 and consist of new cate- 
gory chips and three program chips. 
Their new Hangman game, which also 
looks like a winner, will only cost an 
operator $325 (a satellite board and 
header) to convert from his Triv Quiz. 
There also are more variations 
coming, including one called Baby 
Boom Challenge. 

Bally Sente—Trivial Pursuit— 
This model of trivia is part of the Sente 
system. The major systems will be dis- 
cussed in the next issue. There cur- 
rently are five versions of TJnrivial 
Pursuit, all based on versions of the 
board game. The difference between 
the other trivia games and the Sente 
model is that the Sente version is very 
similar to the board game in which 
players work toward a goal while 
answering questions. All of the other 
trivias award points for correct ans- 


wers and subtract points for incorrect 
ones. 

Progressive Game Distribu- 
tors—Progressive Music Trivia is the 
industry’s first music-trivia video. 
P.G.D. was well known for its Trivia 
Master kits. This trivia variation is a 
welcome addition to any operator’s 
route. I’m going to put it right next to 
one of the other trivia games and see 
(hope) if both games can earn well. I'll 
have more on this model after I’ve 
worked with it a few weeks. 

Exidy—I! have been rotating my 
few Fax trivia games around for the 
past couple of years. There has been 
only one update, called Fax IJ. This 
game, believe it or not, has been doing 
very well in this time. I run them in 
colleges, where usually it takes only a 
couple of weeks for the students to 
memorize all the correct answers. It’s 
interesting that on parents’ weekends 
this game does very well. The reason 
is that the kids get to play against Mom 
and Dad and show them just how 
much they are learning at college. If 
Dad only knew the truth. 


Advice to operators 

1. Rotate low-earning games ina 
street location as often as possible. 
You'll be surprised that if you do this 
long enough, the location gross will 
increase gradually without you having 
to purchase more equipment. We all 
tend to keep updating the top one or 
two pieces in a three-piece location 
and let the low earners gather dust. 

2. Reset the high scores on all 
your games every week (or at least 
every other week) and watch the 
gross gradually climb. 

3. If you still have MACHIII sitting 
around (in working order), converting 
it to Cobra Command isn’t a bad idea. 
The MACH III cabinet is heavy 
enough so players won’t rock it, the 
graphics are better than on the 
Dragon’s Lair or Space Ace, and the 
MACH III control handle is more 
pleasing to play than the Dragon’s 
Lair or Space Ace joystick and button 
method. 

Part II will cover the major system 
games and list the best conversions 
available. I can be reached by mail at 
Alpha-Omega Amusements & Sales, 
6 Sutton Place, Edison, Nd 08837. | 
have been doing a lot of traveling 
lately, andthere is very little office time 
left for taking calls. I’m sure you 
understand. 

As always, keep cranking! * 
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Survey finds ways 
to ruin business ,” 


Even in the best of economic times, 
profitable enterprises can become dis- 
mal failures quickly. 

A survey recently conducted by 
the University of Pittsburgh’s Bureau 
of Business Research uncovered 
dozens of traps managers fall into, 
carrying their businesses with them. 
The survey report emphasized 10 
common business-killing management 
practices, any one of which can 
destroy a profitable business. 


1. Keep inadequate records 

The surest way to run afoul of 
accountants and tax collectors is to 
conduct your business on scraps of 
paper. A drawer full of bills, a stack of 
statements, and sales notations on the 
backs of envelopes are not the same 
as a carefully kept set of records. 

Without good records a business 
can’t get the financial information 
needed to understand its operating 
results. Though larger firms are likely 
to keep good records because they 
can afford full-time staffs, inadequate 
record keeping was the most common 
cause of business failures unearthed 
by the survey. Of every 10 failed firms 
studied, nine kept poor records. The 
firms’ managers didn’t know they 
were in trouble until it was too late. 


2. Ignore new developments 

in your field 

Businesses that resist changing old, 
comfortable ways of doing things invite 
aggressive, up-to-date competitors to 
take over. Retailers need to modernize 
stores, manufacturers must continu- 
ally improve their products, and ser- 
vice businesses must strive always to 
find better ways to serve their cus- 
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tomers. The report not only empha- 
sized that keeping abreast of new 
developments is essential to a com- 
pany’s growth, but showed that failure 
to adopt new ways was a primary 
factor in forcing companies out of 
business. 


3. Incur cumulative losses 

At least 40 percent of the firms 
studied discovered that a trickle of red 
ink easily can become a flood. Add 
One unproductive product, division, 
or store, couple it with minor losses 
elsewhere, and the result can wreck 
havoc with a firm’s profit-and-loss 
statement. 


4. Hitch your wagon 

to one customer 

The idea of signing up one big 
account to the exclusion of others 
may attract you with the promise of no 
sales headaches and only one cus- 
tomer to keep happy. But there’s no 
place to hide if the account suddenly 
sours on you. Manufacturers sub- 
contract one small part for a larger 
firm or service companies latch on to 
one big account and think they have it 
made. The University of Pittsburgh 
report shows that three of 10 bankrupt 
firms fell into this inviting trap and 
learned the truth of the adage about 
putting all your eggs in one basket. 


5. Be your own expert 

Money saved by forsaking profes- 
sional advice, the survey shows, is 
more than offset by the cost of the 
mistakes that usually result. Expert 
advice on production, sales training, 
distribution, law, and taxation costs 
money. But specialized opinions give 


businesses a sound basis for decisions. 
Operating solely on your own hunches 
and half-proven guesses can lead you 
out of business. 


6. Build a family empire 

Nepotism may keep your family in 
control, but be careful. Unless a rela- 
tive is at least as competent as some- 
one else you might hire, burdening a 
payroll with family members siphons 
cash from the till and squelches initia- 
tive in non-family employees. 


7. Forget about cost analysis 

As long as the checkbook shows a 
balance, why bother about cost analy- 
sis? For one thing, the survey showed, 
unless a firm knows exactly what it 
costs to provide a product or service, 
pricing is mostly guesswork boiled 
down to meeting competition. The 
trouble is that the competition also 
could be guessing its costs. 

Competition can go only so far in 
setting a price. If your business can’t 
provide a product at a profit, it is pro- 
bably better to drop it and let the com- 
petition go bust. If the competition can 
make a profit at a lower price, some- 
thing is wrong with your costs. Only 
careful cost analysis can pinpoint the 
faults. 


8. Ignore your 

competitors’ mistakes 

Many business magazines feature 
success stories, but what about the 
companies that fall by the wayside? If 
they are in your line of business, it is a 
good idea to find out what happened. 

The answers may be more reveal- 
ing than studying the success around 
you. Excessive inventory, poor sales 
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management, obsolete equipment or 
methods—whatever the reasons, 
make sure your company isn’t making 
the same mistakes. 


9. Expand beyond resources 

An enthusiastic salesman who 
signs up dozens of big orders can 
throw a production schedule into a 
tailspin if the company isn’t geared to 
increase output. Likewise, a prosper- 
ous business gulping down acquisitions 
and mergers can find itself struggling 
to coordinate activities undreamed of 
when the company was a single unit. If 
a company launches new products 
before it has asolid marketing and ser- 
vicing base under the old ones, it has 
expanded beyond its resources. 

Also under this heading is runaway 
borrowing to purchase little-needed 
equipment or facilities. The report 
states that some lenders lack “proper 
management and financial analysis” 
and that credit to some thinly capital- 
ized companies in the study was sur- 
prisingly easy. 

A successful business, the study 
shows, grows within its means. The 
rate can be fast or slow, but it must 
have sound financial footing and, even 
more important, the management 
talent needed to consolidate new 
gains. 


10. Let everyone shift for himself 

The report cited several instances 
in which partners were so busy trying 
to outsmart each other they didn’t 
notice their internal struggle jeopar- 
dized their business. Uneven work 
loads on supervisors, failure to dele- 
gate authority along with responsibility, 
and inequitable management privileges 
inevitably sap managers of their 
enthusiasm. Objectives, energy, and 
coordination come from the top in any 
organization, and failure to provide 
them can lead to a bickering staff or 
even acompany figuratively set adrift. 
Either way, the management break- 
down can prove disastrous. 


Also on the report’s list of prac- 
tices leading to bankruptcy were fail- 
ing to watch depreciation schedules, 
neglecting to provide for a competent 
successor to present management, 
maintaining unequal sales territories, 
and a variety of others. But the 10 
listed above are most common and 
applicable to virtually any business, 
large or small. 

Whether or not your firm is next in 
the red ink parade depends greatly 
upon how well you avoid these man- 
agement traps. e 
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VE OUR EGGS 
YOU WILL 


Dispensing our popular and exciting 
toy-filled egg capsules is fun 
and profitable. Contact us for 


equipment and supplies. 
Toll-Free 1-800-EGG SHOP 


INNOVATIVE 
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TEARS SESS ESS 
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THE SUCCESS OF YOUR BUISNESS DEPENDS ON 
UP-TO-DATE INFORMATION 


SEE THE 
INDUSTRY 
THRU OUR EVES. 
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Cheryl Ann Manning Malinda Marie Smith 


D.O.B.: March 10, 1961 
Hair: Light Brown 
Eyes: Brown 

Height: 5’4” 

Weight: 135 pounds 
Shoe Size: 9, double E 


JAB. OCLODEr 22, 1977 
Hair: Brown 

Eyes: Brown 

Height: average 
Weight: average 


Disappeared April 1984 from 


Disappeared October 1977, Denver, Colorado 


from McMinnville, OR 


If you have information about either of these children please 


SEEK 


Q> 
VeO*eCeAel %. 


Volunteers Can Call (503) 294-0746 
Outside Oregon 1-800-547-9755 ext. 50 


Call: 1-800-235-3535 


Distributed by: 

Hide and Seek Foundation, Inc. 
VeOeCeAel 

Video Operators Childrens Alert Line 


P.O. BOx 14574 
Portland, OR 97214 
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Cointel 
superCall 


Cointel Communications has 
introduced three new pay phones: the 
SuperCall, the ST-17A, and the 
Easycall. 

The SuperCall enables pay-phone 
owners to profit from both cash and 
credit-card calls. The SuperCall pro- 
cesses credit-card transactions just as 
a retail store would, returning the pro- 
ceeds from credit-card calls to the 
pay-phone owner. The phone accepts 
MasterCard, Visa, American Express, 
Diner’s Club, and Carte Blanche 
cards. 

The SuperCall is a pre-pay tele- 
phone that operates like a traditional 
telephone-company-owned pay phone 
without the push-to-talk button. A 
voice system tells callers how to use 
the phone and how much money to 
deposit for each call. 

Prices for all local, long-distance, 
and international calls are stored in 
the phone on microprocessor chips. 
Owners can price calls to meet their 
profit objectives or mirror prices set 
by the telephone company, which is 
required in some states. 

Owners also may select one lona- 
distance carrier for 1+ dialing to bene- 
fit from the lowest long-distance costs. 

Modular construction and con- 
solidation of all electronics on two 
boards simplify repairs and parts 
replacement, making the phone easier 
to service. 

Both the ST-17A and the Easycall 
contain microprocessor circuitry that 
allovys them to operate independent of 
the telephone company’s central 
office using only a standard business 
line. Both models contain Cointel’s 
profit-control software, which allows 
prices to be set based on the existing 
pay-phone rates of utilities. 

The Easycall is an ST-17A with 
three enhancements: elimination of 
the answer button, enabling the phone 
to operate similarly to traditional pay 
phones; a voice system that gives 
callers instructions; and a display sub- 
system that allows advertising mes- 
Sages. 

For more information, write 
Cointel Communications, 23801 


Calabasas Road, Suite 1020, Cala- 
basas, CA 91301, or call (818) 716- 
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Arm Wrestling 


Arm Wrestling, a new conversion 
for Nintendo’s Punch Out!!, Super 
Punch Out!! series, is offered in the 
Nintendo Pak converson format or as 
a dedicated game. 

Arm Wrestling players battle five 
opponents: Texas Mac, Kabuki, 
Mask-X, Ape III, and Frank Jr. Players 
must beat the first four video arm 
wrestlers to meet Frank Jr., whose 
defeat allows the player to claim the 
arm wrestling championship of the 
video world. 

Arm Wrestling combines dual 
screens and color commentary. It has 
a two-way joystick for wrestling oppo- 
nents and a status meter that tells 
players how much power they have 
left. If the meter reads “full power,” 
players may use the power button to 
help them to victory. 

The Nintendo Pak makes con- 
verting Punch Out!! and Super Punch 
Out!! about a 30-minute on-location 
job. 

For further details, contact your 
Nintendo distributor or Nintendo of 
America, Inc., 4820 150th Ave. N.E., 
P.O. Box 957, Redmond, WA 98052, 
or call (206) 882-2040. 
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Tele-Rand 
system Il 


Rand of Phoenix, Inc., has intro- 
duced Tele-Rand System II, an up- 
dated version of the original pay tele- 
phone, offering additional features. 

The phone’s microprocessor syn- 
thesizes voice instructions to the caller 
and calculates precise rates for local 
and long-distance calls to all 50 states. 

Tele-Rand System II features a 
high-security locking system and a 
removable self-locking coin box that 
make it useful for vending routes. A 
self diagnostic single-board assembly 
makes the phone easy to service and 
maintain. It is hearing-aid compatible 
and accepts nickels, dimes, and quar- 
ters. 

Other features include free 800, 
911, and 950 calls and high-grade steel 
construction to prevent vandalism. 
Tele-Rand System II is a pre-pay 
phone in volume production, meaning 
no confusing new directions or 
buttons to push, and no need to re- 
educate the public on its use. 

For more information, write Rand 
of Phoenix, Inc., 2000 N. 25th Dr., 
Phoenix, AZ 85009, or call toll free 1- 
800-262-RAND. 
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VS. Soccer 
US. Mach Rider 


Nintendo has introduced the 
newest VS. System games, VS. 
Soccer and VS. Mach Rider. 

VS. Soccer gives players the 
option of simultaneous player vs. 
player or player vs computer on a 
single monitor. The player’s role is 
team captain in a Video World Cup 
championship game. He dribbles the 
ball, makes a pass to his teammate, 
weaves through the defense, sets up, 
shoots, and scores. 

Team play is a must. There are 
throw-ins from out of bounds, corner 
kicks for balls kicked over the goal 
line, and indirect free kicks for off- 
sides. When there’s a tie, goal kicks 
decide the winner. During a break at 
the end of the first half, players plot 
their offense and defense for the final 
half. 

In Mach Rider, a futuristic motor- 
cycle adventure, players become the 
Mach Rider in the year 2112. They use 
their video driving skills to rid friendly 
neighboring sectors of invading 
enemy forces. Enemy vehicles, called 
trikes, can be destroyed by shooting 
laser bullets from the Mach Rider’s 
motorcycle or by bumping them into 
roadside barrels. Each sector defended 
has road obstacles, such as flying 
bomber balls, road rocks, tacks, and 
oilslicks. 

Both VS. Soccer and VS. Mach 
Rider are available as a VS. Pak for the 
VS. UniSystem or VS. DualSystem, 
or may be installed in a Donkey Kong, 
Donkey Kong Jr., Donkey Kong 3, 
Popeye, Mario Bros., Pac-Man, or 
Ms.Pac-Man with a VS. Unikit. 

See your Nintendo distributor for 
more information, or contact Nin- 
tendo of America, Inc., 4820 150th 
Ave. N.E., P.O. Box 957, Redmond, 
WA 98052, or call (206) 882-2040. 
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Williams Electronics, Inc., offers 
traditional pins or novel bottle-shaped 
pins with its Alley Cats shuffle. 

With cartoon graphics, the theme 
of Alley Cats is animated with new 
sound effects and speech. In addi- 
tion to regulation, triple strike, strike- 
90, and flash, the game offers super 
strike, in which a strike earns 90 points 
and activates the flash value for up to 
800 points on the second shot. 

Williams’ shuffles offer front-door 
accessibility for game adjustments, 
diagnostics, and bookkeeping func- 
tions. 

For details see your Williams dis- 
tributor or contact Williams Elec- 
tronics, Inc., 3401 N. California Ave., 
Chicago, IL 60618, or call (312) 267- 
2240. 
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Bally Sente has introduced the 
nation’s first no-hands video game, 
Stompin’, and a new concept titled 
Floorplay. 

Part of the Sente System of inter- 
changeable video games, Floorplay is 
controlled by a player moving his 
entire body, not simply his hands. 
Players don’t use their hands at all. 
The game works with a pressure- 
sensitive pad attached to the base of 
the game cabinet. The pad synchro- 
nizes player foot position and weight 
to the action on the screen. 

Stompin’ is the first Floorplay 
game. Players crush an armada of 
critters, including mice, frogs, and 
spiders, trying to descend on a food 
item in the middle of the screen. A 
player’s success depends either on the 
amount of food remaining at game’s 
end or on the number of critters 
stomped. 

For more information, write Bally 
Sente, 10601 W. Belmont Ave., 
Franklin Park, IL 60131, or call (312) 
451-9200. 


smart Darts 


Arachnid, Inc., has announced the 
availability of Smart Darts, the home- 
practice version of the company’s 
coin-operated darts game, English 
Mark Darts. 

The Smart Darts board has been 
redesigned with interconnecting seq- 
ments and a reinforced spider that 
give it more solid construction. Smart 
Darts games, being manufactured by 
Arachnid’s Custom Injection Molding 
Division in Rockford, Ill., also are now 
available at a lower price. The 
complete line of English Mark Darts 
accessories also is available for use 
with Smart Darts. 

Smart Darts comes in a new dis- 
play package complete with the Smart 
Dart board, six darts, six replacement 
tips, game rules, wall-mounting 
instructions, and an accessories order 
form. 
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Capital Tel Systems, Inc., is offer- 
ing the Cashphone pay telephone 
system. 

Cashphone is updated by down- 
loading the latest exchange and tariff 
data over phone lines, enabling accu- 
rate costing of every call. It features a 
built-in microcomputer that can 
access all 46,000 exchanges in the 
U.S., and through its central com- 
puter system can make rate changes 
In minutes. Cashphone can calculate 
rates according to distance, time of 
day, and length of phone conversa- 
tion. 

The phone’s screen displays 
Operating instructions and allows for 
advertising. It requests overtime 
charges, counts down remaining time 
for the last 30 seconds, and can accept 
all major credit cards. A voice feature 
requests coin deposit and additional 
payment, if needed. 

The phone has a Mars multi-coin 
mechanism that rejects foreign coins 
and slugs. Speed-dial buttons enable 
the caller to order special local ser- 
vices such as gas stations, hotels, 
taxis, and airlines. 

Cashphone uses the American 
Phone Meter Corp. software tech- 
nology originally intended for the busi- 
ness-phone market to display and 
control phone costs. Capital Tel is the 
exclusive distributor and marketing 
and sales company for Cashphone. 

For more information, write 
Capital Tel Systems, Inc., 305 Fairfield 
Ave., Fairfield, NJ 07006, or call (201) 
882-0640. 
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Choplitter 


Sega Enterprises, Inc., has an- 
nounced Choplifter, a new horizontal 
game kit. Choplifter is a helicopter 
seek-and-rescue game that combines 
action and skill as players save cap- 
tured troops in enemy territory. 

Choplifter tests players’ ability to 
guide the helicopter through enemy 
lines while battling fighter jets, ground 
jeeps, enemy submarines, battleships, 
hot lava caverns, and hostile city 
buildings. 

By rescuing captive forces and 
returning them to base, players 
advance to the game’s next stage. 

For more about Choplifter, con- 
tact your Sega distributor or write 
Sega Enterprises, Inc., 2149 Paragon 
Dr., San Jose, CA 95131, or call (408) 
435-0201. 


Progressive 
Music Trivia 


PGD’s Progressive Music Trivia is 
available as a countertop or universal 
P.C.B. kit. It offers categories of rock 
and pop, country music, movie and 
television themes, and mixed bag. 
And it holds regular trivia test 
questions. There are five or seven 
questions a game, player’s choice, and 
bonus questions for correct answers. 
The game can hold more than 12,000 
questions. 

One kit fits all games and moni- 
tors. Horizontal, vertical monitor, and 
table flip-flop all are software-adjust- 
able on location and off. The kit 
includes a complete printed circuit 
board, assembly instructions, sche- 
matics, new wiring-harness buttons, a 
control-panel overlay, and a marquee 
header. 

Operators can mix music and 
regular trivia questions for up to nine 
categories in the game at once. New 
music categories are available each 
month. 

For more information, write PGD, 
1985 Friendship Dr., Suite J, El Cajon, 
CA 92020, or call (619) 449-9010. 


PLAY METER, November 15, 1985 


Aids to the Trade 


BiHecon. 


Electronic 
counters brochure 


HECON offers an eight-page bro- 
chure about the company’s electric 
counters, including a large display 
system, tachometers, pre-set coun- 
ters, pre-set counters with pre-signal, 
rate meters, keyboard pre-set coun- 
ters, and electronic totalizing coun- 
ters. 

The brochure includes descrip- 
tions, applications, and ordering infor- 
mation. To get a copy, write HECON 
Corporation, 15 Meridian Road, 
Eatontown, N.dJ., 07724, or call (201) 
542-9200. 


Coinbox control 


Utec, Inc., has announced a new 
solid-state coinbox-control system 
designed as a plug-in module. 

The coin sensor is customer 
adjustable for any size coin from 10 
cents to a dollar. Magnetic-oriented 
slugs are sensed and fail to activate the 
control circuit. The standard adjust- 
able time cycle is from 30 seconds to 
six minutes. 

When solid-state sound is incorpo- 
rated in the control system, a volume 
control is furnished. Small LED lights 
indicate the power-on, slugs, and the 
time cycle, and an electro-mechanical 
counter counts each time cycle. The 
power-supply voltage can be either 
100 VAC or 12 VAC. 

The coinbox is adaptable to and 
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will replace old Utec coinboxes. All 
new Utec kiddie rides will include the 
new coinbox and the new, secure 
vault coinbox. The vault is a continu- 
ous steel column from ground level 
measuring four by six inches. Welded 
to the base of the ride, it requires no 
further security covers. 

The control system was designed 
for Utec kiddie rides, but has other 
applications in the coin-op industry. 
For more information, write Utec, 
Inc., P.O. Box 12530, 2770 Highland 
Ave., Cincinnati, OH 45212, or call 
(513) 531-2800. 


52-pin DIP socket 


Industrial Electronic Engineers, 
Inc., (IEE) has introduced a new 52-pin 
DIP socket designed for Advanced 
Micro Devices AM29116 16-bit bi- 
polar microprocessor. 

The socket is on 0.9-inch centers 
with pin spacing of 0.1 inches. The 
open-frame socket body is made of 30 
percent glass-filled thermoplastic 
polyester with a UL 94 VO flammabil- 
ity rating. 

The four-finger beryllium copper 


contacts are gold- or tin-plated over 
nickel, as are the machined brass pins 
(30 micro inches of gold-plating on the 
contact and 160 micro inches of tin- 
plating on the pins). 

Priced at $2.09 in 100-piece quan- 
tities, the socket’s availability is two to 
four weeks. 

For more details, write IEE, Com- 
ponent Products Division, 7740 
Lemona Ave., Van Nuys, CA 91405, 
or call (818) 787-0311. 


SDS-1000 system 


Summa Four has introduced the 
SDS-1000, aspecialty digital switch for 
OEM applications that require ad- 
vanced digital switching and control. 

Aimed at system integrators and 
data and telecommunications-system 
manufacturers, it provides digital 
switching, an interface for public and 
private telephone networks, powerful 
microprocessor control, an interface 
for host computers and data bases, 
and a strong real-time operating 
system. 

The SDS-1000 may be integrated 
into anew communications system or 
used as a feature node enhancement 
of an existing system. Possible appli- 
cations include mass-announcement 
systems, equal-access enhancement, 
vertical-services access, answering 
service, cellular systems, access 
screening, resale/OCC switch node, 
ISDN systems, tenant-service retrofit, 
and call-distribution systems. 

For more information, write 
Summa Four, Inc., 2456 Brown Ave., 
Manchester, NH 03103, or call (603) 
625-4050. 
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GLASSIFIED 


ADVERTISING 
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WANTED 


Used Countertop 
Triv Quizs by Status 


Harry’s Vending Co. 
213/541-6744 


© GD © GED © GED © GD © GD 0 GD 0 GID ¢ GD ¢ GD ¢ GD ¢ GD eo GD e 
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Dh wis sain cavanvewiuns 


Video Canuecdon 
CONVERSION KITS 


CYUSAL CASE 65 6 oi swiwnvees wena $295 
Cyrse (7 K* Steet): coe 5k 4% Seen aces 249 
PRCNGOINO xc 6ked Ou can owen Closeout 
Kicker™ (Konami®) F.K.* Stern. Closeout 
IWARINGK 0s adn do exes Super Low Price 
Mat Mania (Wrestling!) ........... Call 
Moon Patrol (F.K.* Williams)....... 195 
TORE FRONTMAN iio vcd oennawsiwnees 775 
Road Fighter™ (Konami®) F.K.* Stern.. 495 
Rush’n Attack™ (Konami®) ........ Call 
Savage Bees (2-player 

income earning!)................ 595 
Shanghai Kid (Hot kit)............ 789 
Special Forces (Kung Fu, Commando) Offer 
TNK III (Super Tank!) ............. 775 
10-Yard Fight (F.K.* Defender) ..... 375 
Thayers Quest(F.K.* Dragon’s Lair 

RACE TRE ik o cv RA wen eo 249 
Tiger Heli (Helicopter!) ........... Call 
Track & Field (F.K.* Stern)......... 195 
Up ’N Down (driving game) ....... 395 
VS. UniSystem (Nintendo) 

F.K.* Pac-Man or D.K............. call 


*F.K. (fast kit) includes: 
P.C. Board and control panel 
pre-wired for fast plug in. 


VIDEO CONNECTION 


930 Jeffrey Lane, Dixon, CA 95620 


916/678- am? 


ADVERTISE 
IN 
PLAY METER 


504/488-7003 


FORO IKI 
GAME AUCTION 


Indianapolis, Indiana 


Saturday, December 7 
11:00 A.M. 


OVER 200 GAMES 


Big Red Barn, Zionsville 
Exit 130 off Interstate 65 


10 Miles NW 


of Indianapolis 
MK AE 3K aie aie ae aie ake ade ae oe 2 ake ake ake ak ak ok ok ok 
VIDEO @ PINBALL 
POOL TABLES © JUKEBOXES 


80 late model games 
from arcade closing 
2 2 ae ie fe ie 2 aie ie ake 2k ae ake 2k ake ok oe kc ok 2k 


Auctioneer: 
Don Young, 317/769-3266 


Sales Manager: 
Ric Stephan, 812/332-0568 


2415 West Amherst 
Bloomington, IN 47401 


Game Auction 
Indianapolis, Indiana 


2H 26 24 24 2c 246 2c 2c 24 2k 2k 24 2 2c 2k 


DECALS for Amusement Machines. 


Free Catalog. Cordell, 5106P-25th 
Ave., Kenosha, WI 53240 


Mechanic that can work on all types 

of games—Electronic Tech that can 

repair boards—Workers not man- 
agers—No drunks or derelicts— 

Gulf Coast—Send references, salary 
desired, resume to: Play Meter, 

Dept. DAC, P.O. Box 24170, 
New Orleans, LA 70184 


WANTED 
Philadelphia Skee-Balls, Model H with 
ticket dispenser, Whac-A-Mole $1 & $5 
changer by Rowe, Marble Madness, Hat 
Trick, Buggy Challenger (sitdown), TX-1 

(sitdown), Spy Hunter (sitdown) 
For Sale: Triple Crane 
Wanted: Namco Shoot Away 


M & PAMUSEMENT CO. 
717/848-1846 


PHOTO MACHINES 


WE BUY AND SELL 


CHEMICALS, FILM, PARTS 
BEST PRICES GUARANTEED! 
OVER NIGHT SERVICE IS YOURS WHEN NEEDED. 
. here today, there tomorrow™ 


ED HANNA 


P.0. Box 290777 © Davie, Florida 33329 
305/474-5888 


Established 1951 


INVESTMENT 
OPPORTUNITY 
Record Vending Machine + Patents 
Dispenses SINGLES Records Only 


Best Offer 
May consider Real Estate 
or Participation. 


Write: VENDOR 
Box 270564 
Corpus Christi, TX 78427 


LEGAL GALAGA for $199 


A.P. Engineering converts Atari 
Dig Dug P.C. boards into Galaga 


24 hour turnaround 
1917 Huntington Street, Suite 3 
Huntington Beach, CA 92648 


714/969-1243 
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DISCOUNT KITS 
SAVE $$$ ON 


1986 CATALOG NOW AVAILABLE 
Write to: 


CONVERSION KITS P.O. Box 1088 
Bensalem, PA 19020 


Give us a call toll free and check out 
our super low prices on all 


major manufacturer’s conversion kits. For All Of Your Parts Needs 


CALL TOLL FREE: 1-800-523-8934 


Rush’n Attack Toll Free Number Now Good 
Nationwide Including PA 


UniSystem 
Cront Swordsman LOCAL NUMBER: 215-638-4720 
Ten Yard Fight ’85 - —_.- 
, y -° ie "> 


Atomic Boy | yo 4 
Video Trivia ihe @ © 
LARGE SELECITON OF CONVERTIBLE GAMES AT $199 » , r 


The Game Exchange 


P.O. Box 09598 
1289 ALUM CREEK DRIVE (our only office) COLUMBUS, OHIO 43209-0598 © 614/258-2933 
CALL TOLL FREE 
IN OHIO OUTSIDE OHIO 


1-800-848-1514 1-800-848-0110 


FRANK’S CRANKS 


BEST IN _____ NEW GAMES __ CONVERSION KITS __ 
____USED VIDEOS Gauntlet, Hang-On, 10 Yard Fight ’85........ $ 399 
Buggy Challenge....... $1,995 Ghosts ’n Gobblins, ee ere 745 
COMIINGRTIO: ciocaxceuns 1,895 World Series, Rock (pinball), eee ee oer call 
Stig) 1,095 Trivias, Pop-A-Shot eS oy oe ts 845 
Hogar s ANGY....9<c.00s 1,195 os So ee 845 
Karate Champ ......... 1,295 : TT BURG ac vcnannse vis call 
Kung Fu Master........ 1,695 Indiana Jones........... 745 
Marble Madness....... 1,295 ee call 
eee 1,995 WES FG once weas we news 845 
go 6a 995 Rush ni Attack ....4.606.> call 
ye 1,895 ils Self |? ne rad 
ee GE enn weewen ohhws 995 | ee 845 

VS. UniSystem plus kit... 1095 
Call us today for complete 
list on all new or 
+” ; M R ditioned Pinball 
reconditioned videos SF ge ae 
and pinballs. 7 SO 
aa Pa ALPHA-OMEGA-SALES 
The Operator's First Choice re Call Marty, Jon, or Frank “The Crank” 
\ 201/287-4990 


6 Sutton Place @ Edison, NJ 08817 ff ‘ 
/ 
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FACO West A.M.O.A. Kit Report 


Here’s how we rated the new kits that we saw at the show. 


Estimated Suggested F.W. Vertical or 
Ratin Game Theme R.O.1. Weeks Retail Price Horizontal 
1 Mat Mania Wrestlin 7-10 $945 Call V 
2 Gunsmoke Gunfightin 9-12 Call Call V 
3 Ring Kin Boxin 8-10 $895 Call V 
4 Choplifter Shoot ’em u 10-14 $895 Call V 
5 Terra Cresta Shoot ’em u 8-12 $895 Special V 
6 Music Trivia Trivia 8- 9 $795 Special VorH 
yf Tiger Heli Helicopter 10-14 $895 Call V 


FACO West Specials: The following kits are priced for VERY FAST R.O.I. 
with very little depreciation with NO RISK 
(These games have already established themselves as good earners.) 


FACO West Specialties: Well here’s our line up. 


Estimated Suggested F.W. Vertical or 
Game Theme R.O.1. Weeks Retail Price Horizontal 
Galaga III Shoot ’em up 5-7 $695 $495 V 
Magmax Shoot ’em up 5-6 $745 $545 H 
1942 Shoot ’em up 7 $795 $695 V 
Yi Ar Kung Fu Kung Fu 5-7 $795 $595 H 
Kicker Kung Fu 5-7 $795 $495 V 
VS. 10 Yard Fight Sports 5-8 $595 $395 H 
Trivia Master Trivia 5-7 $695 $445 Vor H 
Road Fighter Driving 5-6 $695 $475 V 
Super Basketball Sports 4-7 $695 $395 V 
Ping Pong Sports 3-4 $595 $245 V 
Dragon Busters like Ghost ’N Goblins 5-6 $695 $595 H 
Crown’s Golf Sports 4-7 $795 $595 H 
Samurai Kung Fu 5-7 $795 $495 V 


OTHER SPECIALS 
Atomic Boy—$195 @ Regulus—$295 @ Excitebike—$595 @ Bomb Jack—$345 @ Bank Panic—$245 
Tag Team—$195 @ Seafighter (Poseidon)—$295 @ Return of Invaders—$495 @ Kick Start—$295 
Tank Busters—$395 @ Exerion—$295 @ Pac-Land—$895 


TWIN PAC SPECIALS 


Galaga III & VS. 10 Yard Fight Super Basketball & Magmax Crown’s Golf & Road Fight 
$795 $795 $995 


SPECIAL SPECIAL 
Yi Ar Kung Fu, VS. 10 Yard Fight, & Bank Panic — $995 


USE R.O.I. & PRICE FIGURES FACO _ 10719 BURBANK BOULEVARD 
ONLY AS A GUIDE. NORTH HOLLYWOOD, CA 91601 
R.O.I. IS BASED ON A'50/50 SPLIT. WEST 818/508-7902 
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Cut 
Com Counting 
Time 70% 


m. Plus Sorted 
meee 102, 52, 1¢ 
Re "1 06and Tokens 
Manual or “SX 
Electric 


Counter 
Wrapper 


For 

Mixed Coins 
25¢, 10¢, 5¢, 1° waa 
andTokens 4 


r Electric 
Sorter 
Counter 
Wrapper 


P.O. Box 708 ¢ Pinellas Park, Florida 34290-0708 
(813) 522-9425 


BUSINESS OPPORTUNITY 


j H 
’ ’ 
: Coin-Op Amusement route . 
- Northern Wisconsin : 
1 300 Machines in 64 Locations , 
- Pool & Dart Leagues establshed : 
1 Excellent Gross @ 8-Years Old 4, 

J 


715/474-6748 


ROUTE FOR SAL 
Established route 
300+ units 
Video @ Darts @ Pool 
Pinball ¢ Juke 


Call 319/363-6933 


PLAY METER 


TIMELY 
TO THE INDUSTRY 


904/488-7003 
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ca a ae ee ee ee Se Se ee Se, ie Se a 
OPENING DECEMBER 1 
To give you the best in 

Equipment @ Service 
Parts @ Supplies 


Must sell for health reasons: 
Quarterback Sack—Electronic 
coin-operated football gqame—$.25 
single play or $.50 head to heaad— 
600 play combination 
11 machines for $12,000 or 
$1,200 per machine—used for 6 
months—new price $2,390 per 
machine. Jim Zens, Aberdeeen, 
South Dakota — 605/226-1098. 


@©e20202020€00080008080080608080000008680 


KM DISTRIBUTORS 
1684 Lamar Ave. 
Memphis, TN 38114 
901/274-6005 


KK KKK KK KKK KKK KKK 


COIN & TOKEN WRAPPERS 
Contact for Samples/Prices 

ARMSTRONG SERVICE 
10414 Stone Court 

Cincinnati, OH 45242 


WANTED 
USED PC BOARDS 


CALL FOR QUOTES 


ELDORADO 
PRODUCTS, LTD. 
14816 Main Street 
Gardena, CA 90248 


213/516-9525 


PAYPHONES—$69 
As extensions. Or ready to profit 
from $295. Genuinely F.C.C. 
registered! Or. an economical 
model $164. Zero & info. options 


for free or 25¢. Free 911, timed 
calls. Built like a tank. 
608/582-4124 or 2368 Anytime. 


WX N 
oe as \ i FNS) & #* * * 
USED GAMES 
We inventory 100’s of games 
PE 6. cneivnkiddncnsoei. $2,195 
Marnie Madness... .cicnccsxcces 1,695 
PURCIIC ET -6 oie wow eens ceec es 1,395 
PRE OAUE 6 iss xcs ee eee | 1,195 
DrMMMIMI EE wa xis Wa Wis exes 1,095 
PE GANOE oe avec unesscnn xs 1,095 
PRE 6 vin nenunbicwn seas 995 
CE «<9 ce ha Chee 895 
MONACO UPSD ws is 44 ews ohanes 895 
tt TG TIGENS 02 6 Kcdnieeeewee es 795 
Ly ns Fee Vath scape diz css 695 
Ww, CPR A a nnn ch dasa cons 595 
_ Ot OD uc va bade eeweeee) 495 
VISE AOD wo awa eesn ees 375 
Hee CAIUS 5 6 acvskdeewnyeeusewes 295 
OPES 6 bik naa doawenmns 275 


QUANTITIES LIMITED 
LARGE SELECTION OF CONVERTIBLE GAMES AT $199 


The Game Exchange 


P.O. Box 09598 
1289 ALUM CREEK DRIVE (our only office) COLUMBUS, OHIO 43209-0598 © 614/258-2933 
CALL TOLL FREE 

OUTSIDE OHIO 


1-800-848-0110 


IN OHIO 


1-800-848-1514 
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GUEST COMMENTARY 


Let’s achieve unity 
through communication 


By Joe Peters 


Throughout the country you will find operators 
in some places near bankruptcy, in other places 
comfortably solvent, and in other places somewhere 
in between. This makes it difficult not only to deter- 
mine which pieces of equipment are providing the 
greatest revenue, but also to diagnose our indus- 
try’s condition. This is a problem for everyone inthe 
industry. 

There continues to be confusion at all levels of 
Our industry. 

Operators who invested heavily in the video 
market are trying to milk the last quarter out of every 
game. Operators who have diversified their equip- 
ment are trying to get a handle on which pieces they 
should buy. It is hard to say if any one piece of 
equipment is outproducing the others nationwide. 
Some videos are doing well. Pinballs are making a 
slow-but-steady comback. Dart games are on the 
increase, as are pay telephones. Jukeboxes and 
pool tables are producing steady income. 

Meantime, distributors, being the middlemen, 
simply want to sell whatever operators want to buy. 
The manufacturers have made drastic cutbacks to 
keep their doors open, looking for the certain game 
that will help bring them back into the limelight. 

It seems that throughout the country operators 
feel some hostility and resentment toward the dis- 
tributors and manufacturers. Operators feel that 
during the video boom the manufacturers and dis- 
tributors were often greedy and selfish. It is easy for 
all of us to find a scapegoat. But | feel there was 
blame on all fronts for the greed and selfishness, 
and now the matter is water under the bridge. 

Life is too short and money is too hard to come 
by to hold resentments throughout the industry. Itis 
time that this industry got back together to create a 
strong market through unity. To do so will require 
much work, devotion, forgiveness, and faith in each 
other. 

| believe the factories want to cooperate with 
the distributors and operators and vice versa. Don’t 
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you think it is time that we started looking ahead to 
the future and the good things it can bring? 

In the spring the Operator-Manufacturers 
Alliance was organized by manufacturers and 
Operators to open a line of Communication. We 
cannot make headway in this industry without com- 
munication among operators, distributors, and 
manufacturers. The Operators-Manufacturers 
Alliance is a system of communication to help bond 
this industry together. 

| strongly suggest that we start communicating 
with each other through our local distributors to the 
factories or by calling Operator-Manufacturers 
Alliance, which has established communication 
lines with all the factories and would be happy to 
pass on any complaint, service, or suggestion for 
improving the industry. 

In creating any new venture it always is difficult 
at first to get people to respond, no matter how good 
the product is. It seems we in the Operator-Manu- 
facturers Alliance are confronted with apathy 
throughout the industry. Most operators applaud 
the creation of OMA, but seem to be paying nothing 
but lip service to the fulfillment of its objectives. Like 
any other business, Operator-Manufacturers 
Alliance needs money. The $100-a-year fee is a 
small amount to pay for good communication from 
operators to manufacturers. 

If you have questions and want to discuss this 
communication system, please call OMA. From 
anywhere in the U.S. outside of Texas, dial first 1- 
800-225-0227 and then our express calling number, 
993417. In Texas (except Fort Worth), dial 1-800- 
222-1537 before the express calling number. In 
Forth Worth, dial 926-3446. 

We hope to hear from you soon. Let’s achieve 
unity through communication. 


[Editor's note: Joe Peters of Wildcat Chemical in 
Fort Worth, Texas, is president of the Operators- 
Manufacturers Alliance. | 
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Developed by CAPCOM Co. Ltd. 


N/( 


TAITO AMERICA/ 
DIGITAL CONTROLS, INC. 


OTAMCO, 1985 


Ghosts ’N Goblins 


A Cemetery Battle with A Forest of Goblins. A General of The Lord of Guards with super- 
the Living Dead. Goblins’ waits. natural strength defend 
the Fortress. 


Fiendish Ghouls are The Dragon guards Beware of the Sea of Fire! Scale the Mountain 
quick and deadly. the Third Gate. of the Dead. 


These weekly earnings reports for Ghosts ’N Goblins do the talking... 


Atlanta Arcade California Convenience Store 
#|-Ghosts ‘N Goblins...$435 #1-Ghosts ‘N Goblins...$344 
#2-Kung Fu Master...$351 #2-Commando...$145 

#3-Vs. Baseball...$309 #3-Vs. Duck Hunt...$120 
California Arcade _ Chicago Arcade 

#|-Ghosts ‘N Goblins...$410 #|-Ghosts ‘N Goblins...$397 
#2-Commando...$283 #2-Paper Boy...$305 | 

#3-Paper Boy...$282 #3- Commando.. Rte 8 eee 


[[ THE GHOULISH’1 HIT FOR FALL 8S 


To locate your Ghosts ’N Goblins distributor, 
call Digital Controls today at (404) 441-3332. 


} ©1985 DCL, Inc. © 


Another Winner From 


memetron 


my 


© Copyright 1985 Taito America Corp. Licensed by Technos, Japan. 
Exclusive North American rights by Memetron, Inc. | 


“Rolling Sole-Buft’: 


TM. 


The: ultimate challenge! 


A match of wits and skill with classic 
ring techniques used in today’s 


‘popular professional wrestling arenas. 


Events are introduced by the ring 
side announcer to signal the start of 
the match. The player battles each 
of his 5 awesome opponents in quest 
of the championship. 


Timely use of joystick and buttons Z 
maneuvers the player into position 
and activates all the standard as well 
aS spectacular moves including Pile 
Driver, Sunset Flip, Rolling Sole Butt, 
Lariat, Plunger, Flying Body Press -- 
everything to weaken the enemy for ete 
a pin-fall win for the count of 3, or 
keeping the challenger out of the ring 
for a 20 count. 


After each win, the player takes on 
the next opponent for another three 
minute period. Jf he defeats all of 
the opponents he earns the right to 
the Championship Belt and goes on 
to the next tour in defense of his title. 


Colorful, fast-paced action plus 
realistic sound effects of hits, moves, 
count-down and crowd cheers adds eases 
to the atmosphere and excitement 
associated with the current rage of 
professional wrestling. 


Enjoy a money-making ring-side 
seat with this sure winner — the 


es 


MatMania King Kit® conversion. pee 
2350 Brickvale Drive av 
Eik Grove Village, IL 60007 \4 >» 
Phone: (312) 595-2828 4 @) oO”. 


Telex: 210227 Ansb. Memory 


